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ABSTRACT
The g e n e r a l  purpose o f  t h e  s tud y  was t o  g e t  some i n d i ­
c a t io n  o f  t h e  n a tu re  o f  consumer p r e f e r e n c e s  f o r  s e l e c t e d  
c h a r a c t e r i s t i c s  o f  canned sw eet  p o t a t o e s .  These c h a r a c te r ­
i s t i c s  were v a r i e t y ,  s t y l e  o f  cut  and b r i x  l e v e l  o f  sy r u p .  
I t  was h y p o t h e s iz e d  t h a t  a knowledge o f  some a s p e c t s  o f  
th e  nature  o f  consumer p r e f e r e n c e s  would a id  th e  market  
p r i c e  mechanism in  improving e f f i c i e n c y  in  th e  a l l o c a t i o n  
o f  s c a r c e  r e s o u r c e s .
Consumers in  t h r e e  s e l e c t e d  supermarkets  in  Baton  
Rouge, L o u i s i a n a ,  were shown d i s p l a y s  c o n s i s t i n g  o f  pans  
o f  sw eet  p o t a t o e s .  From t h e s e  d i s p l a y s ,  v i s u a l  p r e f e r ­
e n c e s  as  t o  s t y l e  o f  cut  and v a r i e t y  were o b ta in e d  from 
cu s to m e r s .  S e l e c t e d  consumers were g iv e n  two cans o f  
sweet  p o t a t o e s — d i f f e r i n g  o n ly  in  b r ix  l e v e l — f o r  d e t e r ­
m inat ion  o f  p r e f e r e n c e  f o r  b r ix  l e v e l .
The c h o i c e s  t h a t  were o f f e r e d  t o  consumers were as 
f o l l o w s :
(A) P r e f e r e n c e s  among t h r e e  v a r i e t i e s  o f  canned sweet  
p o t a t o e s  a t  each  o f  three_ l e v e l s  o f  s t y l e  o f  c u t .
The v a r i e t i e s  were L o u i s i a n a - 1 6 0 ,  Goldrush and 
P uerto  Rican (U nit  I ) .  The s t y l e s  o f  cut  were 
w h o le ,  w h o l e / c u t  (50 per  cent  whole and 50 p er  cen t  
cut)  and c u t .
x i
(B) P r e f e r e n c e s  among t h r e e  s t y l e s  o f  cut  o f  canned sweet  
p o t a t o e s  a t  each o f  t h r e e  l e v e l s  o f  v a r i e t y .  The 
v a r i e t i e s  and s t y l e s  o f  cut  were t h e  same as  in  (A),  
above .
(C) P r e f e r e n c e s  between two b r i x  l e v e l s  o f  syrup o f  
canned sw eet  p o t a t o e s .  These c h o i c e s  were between  
27 (heavy)  and 35 ( e x t r a  heavy) b r ix  l e v e l s .  A l l  
p o s s i b l e  com b inat ion s  o f  v a r i e t i e s  and s t y l e s  in  t h i s  
s tu d y  were used t o  t e s t  v a r i e t y  an d /or  s t y l e  o f  cut  
e f f e c t  on b r i x  l e v e l  p r e f e r e n c e s .
The s tudy  was conducted f o r  one week. Consumer 
p r e f e r e n c e s  were an a lyzed  by ch i  sq u a r e .
Although consumers* p r e f e r e n c e s  f a i l e d  t o  show th e  
same d i f f e r e n c e s  when t e s t e d  under d i f f e r e n t  d a y s ,  s t o r e s  
and s t y l e s  o f  cut  or v a r i e t i e s ,  some c o n c l u s i o n s  were 
j u s t i f i e d .  Consumers* p r e f e r e n c e s ,  f o r  L o u is ia n a -1 8 0  and 
Goldrush (combined) over  P uerto  R ican ,  were much g r e a t e r  
than t h e  h y p o t h e s iz e d  two t o  one r a t i o  f o r  both  whole  
canned sweet  p o t a t o e s  and cu t  p o t a t o e s  (a t  the  99 per  cen t  
c o n f id e n c e  l e v e l ) .  However, f o r  the  w h o l e / c u t  s t y l e ,  no 
c o n c l u s i o n s  cou ld  be made as  t o  v a r i e t y  p r e f e r e n c e s  due t o  
i n t e r a c t i o n .
No c o n c l u s i o n s  could be made as t o  v a r i e t y  p r e f e r e n c e s  
between L o u i s i a n a —180 and Goldrush due t o  s i g n i f i c a n t  i n t e r ­
a c t i o n .
x i i
Consumer p r e f e r e n c e s  among s t y l e s  o f  cu t  cou ld  n o t  be 
g e n e r a l i z e d  due to  s i g n i f i c a n t  i n t e r a c t i o n .  However, t h e  
nature  o f  t h e  i n t e r a c t i o n  between s e l e c t e d  f a c t o r s  and 
p r e f e r e n c e s  was o f  p r e f e r e n c e  i n t e n s i t y  r a t h e r  than a 
change in th e  ord er  o f  consumers* p r e f e r e n c e s .  ( I n t e n s i t y  
and o rd er  o f  p r e f e r e n c e s  r e f e r s  t o  number o f  consumers,  
s i n c e  c h o i c e s  o f  i n d i v i d u a l  consumers were n o t  ra n k ed .)
A l l  t o t a l s ,  e i t h e r  by v a r i e t y  or  s t o r e s ,  showed whole  
canned sw eet  p o t a t o e s  p r e f e r r e d  o v e r  th e  w h o le /c u t  s t y l e .  
Except f o r  t h e  Goldrush v a r i e t y  in  one s t o r e ,  a l l  t o t a l s  
by v a r i e t i e s  or s t o r e s  showed more p r e f e r e n c e  f o r  w h o le /c u t  
than f o r  th e  cut s t y l e .
There was no s i g n i f i c a n t  i n t e r a c t i o n ,  a t  th e  95 per  
ce n t  c o n f id e n c e  l e v e l ,  between b r i x  l e v e l  p r e f e r e n c e s  and 
each o f  th e  f a c t o r s  t e s t e d .  Based on r e tu r n s  from 226 
consumers who re tu rn ed  p o s t a l  card q u e s t i o n n a i r e s ,  64 chose  
27 b r i x  syrup ,  100 chose  35 b r ix  syrup and 62 i n d i c a t e d  no 
p r e f e r e n c e  o f  one over  t h e  o t h e r .  When p r e f e r e n c e s  f o r  27 
b r ix  syrup were added t o  th e  "no p r e f e r e n c e s , "  i t  was con­
c lud ed  t h a t  126 cusumers o u t  o f  226 d id  not  p r e f e r  th e  35 
o v e r  t h e  27 b r ix  group. This has p r a c t i c a l  s i g n i f i c a n c e ,  
e s p e c i a l l y  s i n c e  49 o f  th e  consumers who chose  the  35 b r ix  
syrup made some s ta te m e n t  which i n d i c a t e d  t h a t  t h e i r  c h o ic e  
was d i f f i c u l t .
x i i i
The L o u is ia n a  sw eet  p o t a t o  canning in d u s t r y  co u ld  
p o s s i b l y  e f f e c t  s u b s t a n t i a l  s a v i n g s  by a r e - e v a l u a t i o n  
o f  t h e i r  s p e c i f i c a t i o n s  o f  canned sw eet  p o t a t o e s  a s  to  
v a r i e t i e s ,  s t y l e s  o f  cut  and b r i x  l e v e l s  o f  sy ru p .
x i  v
CHAPTER T 
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Earing the  1959-60  canning s e a s o n ,  2 , 8 0 6 , IRQ standard  
cases^  o f  f r u i t s  a n d  v e g e t a b l e s  vrere  canned in  L o u i s i a n a .  
The e s t im a te d  w h o le s a le  va lu e  o f  th e  pack at th e  p la n t  was 
o v e r  ten  n u l l  ion h o l l a r s .  The most im portant  s i n g l e  
product  canned vras sweet p o t a t o e s ,  v h ich  accounted  fo r
6 ° . 7  per cent  o f  th e  t o t a l  pack and 6 9 .2  per cen t  o f  the
2
t o t a l  w h o le s a l e  v a lu e .
The sy r u p -ty p e  pack fo r  3 v e e t  p o t a t o e s  has been used  
e x t e n s i v e l y  by L o u is ia n a  c a n n e r ie s  f o r  many y e a r s .  In 
1 9 5 9 -1 C)60 i t  was e s t im a te d  t h a t ’ more tnan 9 7 .5  per cen t
3
o f  the  S’-'eet p o ta to  pack was o f  t h i s  s t y l e .
One s i g n i f i c a n t  a sp e c t  o f  the  L o u is ia n a  sw eet  p o ta t o  
in d u s t r y  has been the s h i f t  toward more sweet  p o t a t o e s  
b e in g  earned in r e l a t i o n  to  the q u a n t i ty  moved through the
Standard ca se  eq u a ls  26 To. 2 ca n s .
2
F. <J. H ost ,  E. P. Roy and B. E. W il l ia m so n ,  
Commercial F r u i t  and V e g e ta b le  Canning O p er a t io n s  in  
L ouis ian a . l95fH -59Tr Ae C ir . 275*1 Eaton Rouge: L o u is ia n a
Agricu ltura l  Exper im enta l  S t a t i o n ,  1 7 6 0 ) ,  pp. 2 - ^ .
i
I h.. d . , p . 13 .
2
f r e s h  sweet p o ta to  m arke t. (Table I ) .  With th e  t r e n d  
tow ard  expansion  o f sweet p o ta to  canning in  L o u is ia n a ,  th e  
need f o r  c e r t a i n  in fo rm a tio n  co n cern in g  consumer p r e f e r ­
ence becomes more i m p o r t a n t F o r  exam ple, th e  answer t o  
th e  q u e s t io n  "What q u a l i t y  o f  canned sw eet p o ta to e s  do 
consumers p r e f e r , "  i s  o f t e n  g iven  by t e c h n o l o g i s t s  in s te a d  
o f  by consum ers. A p p ra isa ls  o f  canned sweet p o ta to  q u a l i t y  
in  some consum er-type r e s e a r c h  have been based l a r g e l y  on 
U.S.D.A Grades and S ta n d a rd s .^  The u s e f u ln e s s  o f  th e s e  
q u a l i t y  a p p r a i s a l s  i s  l i m i t e d  by th e  deg ree  t o  which th e s e  
s ta n d a rd s  co in c id e  w ith  consumer p r e f e r e n c e s .  I t  i s  n o t 
known how o r  t o  what e x te n t  consumers a r e  im pressed  by 
b r ix  l e v e l ,  c o lo r ,  and s t y l e  o f  c u t ,  which a r e ,  n e v e r th e ­
l e s s ,  c l e a r l y  s p e c i f i e d  on th e  U.S.D.A. Score Sheet f o r  
Canned Sweet P o ta to e s .^1 The canning in d u s t ry  i s  u n d e r -
*
go ing  c o n s id e ra b le  expense to  meet c e r t a i n  s ta n d a rd s  which, 
i f  no t a p p re c ia te d  o r  des ired ; by consum ers, in v o lv e s  a l o s s  
o f  e f f i c i e n c y .
I t  i s  h y p o th es ized  t h a t  a d d i t i o n a l  in fo rm a t io n ,  as  to  
th e  n a tu r e  o f  consumer p re fe re n c e  f o r  canned sweet p o t a to e s ,
4
P r e f e r e n c e , a s  u sed  h e r e ,  r e f e r s  t o  ch o ice  o r  th e  
o rd e r in g  o f  ch o ices  among two o r  more a l t e r n a t i v e  p ro d u c ts  
in  a g iven  environm ent by a consumer o r  a group o f  consum ers.
Acceptance r e f e r s  t o  th e  deg ree  o f  s a l a b i l i t y  o f  th e  
p ro d u c t in  a  g iven  market s i t u a t i o n .
'’a.J*  Burns and Ewell P . Roy, Qu a l i t y - P r i c e  
t io n a h ip  f o r  Canned Sweet P o ta to e s  and Okra in  R e t a i l  Food 
S to re s  [DAE C irT  236. Baton Rouge: L o u is ia n a  A g r i c u l t u r a l  
Experim ent S t a t io n ,  195b), pp . 3 -5 .
6I b i d . . p .  36.
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TABLE I
Im portance o f  Canning P la n t s  as  a Method o f  D i s t r i b u t io n  
f o r  Sweet P o ta to e s ,  L o u is ia n a ,  1941-1951 and 1953-1957
T o ta l  T o ta l  B ushels
T ear P ro d u c tio n  Bushels Handled by C anneries
Sold Number P er Cent
(Thousands o f  B ushels)
1941 7,650 3,930 300 7 .6
1942 7,920 4,121 103 2.5
1943 9,920 5,287 102 2 .4
1944 9 ,800 6,135 194 3 .2
1945 12,160 8,008 551 6 .9
1946 11,250 7,240 1 ,626 22.5
1947 7,990 4 ,974 171 3 .4
1948 8,170 5,158 432 6 .4
1949 8,740 5.438 1,100 20.2
1950 10,914 6,647 1,459 21.3
1951 7,300 5,290 1,115 21 .1
1952 a a a a
1953 8,926 6,642 1,747 26.3
1954 8,835 6,099 1,352 22.1
1955 10,500 6,636 2,083 31 .4
1956 9,303 6,181 2,040 33.0
1957 8 ,167 5,731 2,006 35.0
1958 8,689 6,140 2,900 47 .2
1959 9,131 5,885 2,100 35 .7
S ources: (a) A .J .  Burns and E.P Roy, Q u a l i ty -P r ic e
R e la t io n s h ip  f o r  Canned Sweet P o ta to e s  and 
o k ra  I n R e t a i l  Food S t o r e s * (DAE C i r .  226. 
Baton Rouge: L o u is ia n a  A g r ic u l tu r a l
Experim ent S t a t i o n ,  1956)* P* 2.
(b) Roy B. Johnson and J .A . S w in d le r , J r . ,
M arketing  L o u is ia n a  Sweet Pot a t o e s . 1959-60
Season TBaton R o u g e : S t a t e  Market News e rv T ce , L o u is ia n a  Department o f  A g r ic u l tu re  
and Im m ig ra tion , I9 6 0 ) ,  p .  2.
jfc
Data u n a v a i l a b l e
u
sh o u ld  a id  in  mors e f f i c i e n t  ad ju s tm en ts  between p roduc ing  
and m ark e tin g . In fo rm a tio n  on th e  n a tu r e  o f  consumer 
p re fe re n c e  f o r  canned sweet p o ta to e s  shou ld  promote a 
b e t t e r  u n d e rs ta n d in g  o f  th e  m arket environm ent in  which 
th e  canned p ro d u c t  must be s o ld .
PURPOSE OF THE STUDY 
The purpose  o f  t h i s  s tu d y  I s  to  g e t  some In d ic a t io n  
o f  consumer p r e f e r e n c e s  f o r  c e r t a i n  c h a r a c t e r i s t i c s  o f  
canned sweet p o t a to e s .  Knowledge o f  consumer p re fe re n c e s  
f o r  th e s e  c h a r a c t e r i s t i c s  can be used  to  gu ide d e c is io n  
making in  b reed in g  o f  new v a r i e t i e s ,  l a b e l i n g  o f  cans , and 
a d v e r t i s i n g ,  m erchand is ing  and o th e r  p ro m o tio na l work.
The th r e e  s e l e c te d  c h a r a c t e r i s t i c s  s tu d ie d  in c lu d e  (1) 
v a r i e t y ,  (2) s t y l e  o f  c u t ,  and (3) b r ix  l e v e l .
V a r ie ty  P re fe re n c e  (C olor) I f  consumers p r e f e r  a " l i g h t "  
co lo re d  v a r i e ty  ov er  a "d eep e r"  c o lo r ,  o r  v ic e  v e r s a ,  t h i s  
p re fe re n c e  can be r e f l e c t e d  in  b reed in g  o b j e c t i v e s .  I f  
t h e r e  i s  no p re fe re n c e  o f  one c o lo r  over a n o th e r  th en  
much e f f o r t  can be saved by b re e d e rs  in  t h e i r  a t te m p ts  to  
b reed  f o r  " f a v o ra b le "  c o lo r s  in  a v a r i e t y .
O ther c h a r a c t e r i s t i c s  such as  d i s e a s e  r e s i s t a n c e ,  
y i e l d ,  e t c . ,  w i l l  not be d i s re g a rd e d  in  o rd e r  t o  b reed  f o r  
c o lo r .  However, c o lo r  cannot be com ple te ly  n e g le c te d  i f  
th e  o th e r  d e s i r a b le  c h a r a c t e r i s t i c s  can a ls o  be in c o rp o ra ­
t e d  in to  a v a r i e t y .
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C o lo r  p r e f e r e n c e  may a l s o  a f f e c t  w hich v a r i e t y  i s  t o  
be u sed  f o r  c a n n in g ,  t h e  c o lo r  o f  th e  l a b e l  on t h e  can and 
c o lo r s  u sed  in  a d v e r t i s i n g ,  m e rc h a n d is in g  and o t h e r  p ro ­
m o t io n a l  work*
S t v le  o f  Cut P r e f e r e n c e  Consumer p r e f e r e n c e  as  t o  s t y l e  
o f  c u t  may have many l m p l i c a t i o n s .  W hether consum ers want 
s m a l l  w hole sw eet p o t a t o e s ,  cu t  p o t a t o e s  o r  a m ix tu re  o f  
t h e  two w i l l  have a d i r e c t  b e a r in g  on b re e d in g  work* The 
s i z e  o f  sw eet p o t a t o e s ,  w h e th e r  l a r g e ,  sm a l l  o r  medium, 
l i m i t s  t h e  f l e x i b i l i t y  a s  t o  s t y l e  o f  cu t  i n  can n in g  sw eet 
p o t a t o e s .
S p ac in g  o f  sw eet p o t a t o e s  when p l a n t i n g  a l s o  a f f e c t s  
th e  p r o p o r t i o n  o f  l a r g e  and sm a ll  s i z e d  sw eet p o t a t o e s .
More c l o s e l y  sp aced  sw eet p o t a t o e s  y i e l d  s m a l l e r  p o t a t o e s  
w hich  may more r e a d i l y  be canned a s  whole p o t a t o e s .  
T h e r e f o r e ,  knowledge o f  consum er p r e f e r e n c e s  f o r  s t y l e s  o f
c u t  w i l l  a l s o  a id  in  sw eet p o t a to  c u l t u r a l  p r a c t i c e s *
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I f  consum ers p r e f e r  cu t o r  mixed p o t a t o e s  o r  a r e  
i n d i f f e r e n t  t o  s t y l e  o f  c u t ,  much expense  and e f f o r t  can 
be saved  by cann in g  fe w er  whole p o t a t o e s . ^  P r e f e r e n c e s
g
W.3. A nderson , " C lo s e ly  Spaced Sweet P o t a t o e s , "  
M i s s i s s i p p i  Farm R e s e a rc h . Volume XXIV, ( S t a t e  C o l le g e :  
M i s s i s s i p p i  A g r i c u l t u r a l  E xperim ent S t a t i o n ,  1 9 6 1 ) ,  p .
5̂0%> whole and 50% cu t  sw eet p o t a t o e s .
^ I t  i s  assumed t h a t  some whole p o t a t o e s  w i l l  be 
canned t o  s a t i s f y  d e s i r e  o f  consum ers f o r  s p e c i a l  d i s h e s .  
Sm all p o t a t o e s  a r e  more e x p e n s iv e  t o  can due t o  e x t r a  l a b o r  
in v o lv e d  and need  f o r  b e in g  more s e l e c t i v e  in  o b t a i n i n g  
raw  p ro d u c ts *
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f o r  s t y l e - o f - c u t  may be used t o  advantage a l s o  in  l a b e l i n g ,  
a d v e r t i s i n g  and m erchand is ing .
B r ix  L eve l  P r e fe r e n c e  Consumer p r e fe r e n c e  f o r  b r ix  l e v e l  
o f  th e  syrup used  in  canning sweet  p o t a t o e s  i s  Important  
due t o  t h e  tremendous expense in v o lv e d .  The c o s t  o f  i n ­
c r e a s in g  th e  b r i x  l e v e l  o f  th e  syrup from 27 (heavy) t o  35 
( e x t r a  heavy) i s  approxim ate ly  23 c e n t s  p er  s tandard  c a s e . ^  
During th e  1959-60  canning s e a s o n ,  L o u is ia n a  ca n n e r ie s
packed 2 ,5 9 7 ,4 1 0  standard c a s e s  o f  canned sweet  p o t a t o e s
12o f  which over  97 per  cent  was syrup-packed .  I f  consumers  
do not  p r e f e r ,  or cannot d e t e c t ,  an i n c r e a s e  in  b r ix  l e v e l ,  
sweet  p o ta to  canners in  L o u is ia n a  can e f f e c t  a tremendous  
s a v in g s  by lo w er in g  b r ix  l e v e l  o f  the syrup .  A c e r t a in  
b r i x - l e v e l  o f  syrup i s  n e c e s s a r y  t o  prevent  d i f f u s i o n  o f  
sugar from th e  canned sweet  p o ta to  in to  t h e  j u i c e .  This  
d i f f u s i o n  i s  caused by o sm o t ic  p r e s s u r e .  However, th e  
b r ix  l e v e l  r e q u ir e d  t o  prevent  t h i s  d i f f u s i o n  i s  on ly  
2 7 . 13
OBJECTIVES
The g en er a l  o b j e c t i v e  o f  t h i s  s tudy  i s  t o  a s c e r t a i n  
th e  nature  o f  consumer p r e f e r e n c e  f o r  s e l e c t e d  c h a r a c t e r i s ­
t i c s :  11) v a r i e t y  ( c o l o r ) ,  (2) s t y l e  o f  cut and (3) b r ix
^ V e r b a l  in fo rm a t io n  from t h r e e  canners in  L o u is ia n a
12K ost ,  o £ .  c i t . .  pp. 5-13*
^ V e r b a l  in fo rm a t io n  from Dr. J u l ia n  M i l l e r ,  Head, 
H o r t ic u l tu r e  Department, L o u is ia n a  S t a t e  U n i v e r s i t y .
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l e v e l .  These c h a r a c t e r i s t i c s  a re  l i s t e d  on th e  U.S.D.A. 
s c o re  s h e e t ,  y e t ,  do n o t s p e c i f i c a l l y  e n t e r  i n t o  F e d e ra l  
g rade  d e te r m in a t io n s .
More s p e c i f i c a l l y  th e  o b j e c t i v e s  a r e :  (1) To d e t e r ­
mine i f  c o n su m e rs^  p r e f e r  e i t h e r  L o u is ia n a -1 8 0 , G oldrush , 
P u e r to  Rican (Unit I )  o r  a com bination  o f  two v a r i e t i e s  
e q u a l ly  w e ll  o ver th e  t h i r d .  (2) To determ ine  i f  con­
sumers p r e f e r  whole; 50# whole and 50# c u t ;  cu t sweet 
p o ta to e s  or a com bination  o f  two s t y l e s  e q u a l ly  w e l l  over 
th e  t h i r d .  And (3) to  de term ine  i f  consumers p r e f e r  
heavy syrup (27 b r i x ) ;  e x t r a  heavy syrup (35 b r ix )  o r  
bo th  e q u a l ly  w e l l .
The t h r e e  v a r i e t i e s  m entioned above vary  in  c o lo r  
from a deep orange to  a l i g h t  y e llo w . The t o t a l  pigment 
measured in  m ilig ram s p e r  100 grams a re  1 9 .6 ,  12 .2  and
6 . 2  r e s p e c t i v e l y
HYPOTHESES
I t  i s  h y p o th e s iz e d  t h a t :
(1) Consumers p r e f e r  e q u a l ly  w e ll  o r  have no p r e f e r ­
ence as t o  L o u is ia n a -1 8 0 ,  Goldrush and P u erto  Rican
1 L
"Consumers" i s  used in te rc h a n g e a b ly  w ith  "house­
w ives"  s in c e  i t  i s  assumed t h a t  housew ives r e f l e c t  th e  
m a jo r i ty  o f  food p u rc h a s in g  d e c is io n s  in  th e  m arket p l a c e .
15 J u l i a n  C. M i l l e r ,  a t .  $ ! • ,  Sweet P o ta to  B reed ing  
and Y ie ld  S tu d ie s  f o r  1958 (H o rt.  Res. C ir .  4 1 . Baton 
Rouge: L o u is ia n a  A g r ic u l tu r a l  Experiment S t a t i o n ,  1959)■
p • 20.
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(U nit 1) v e r i t i e s  o f  canned sw eet p o t a t o e s .
(2) Consumers p r e f e r  e q u a l ly  w e l l  o r  have no p r e f e r ­
ence a s  t o  t h e  t h r e e  main s t y l e s  o f  c u t  o f  canned sw eet 
p o t a t o e s  -  w ho le , w h o le /c u t  (50# whole and 50# c u t)  and 
c u t .
(3) Consumers p r e f e r  e q u a l ly  w e l l  o r  have no p r e f e r ­
ence as  t o  two s e l e c t e d  l e v e l s  o f  sy rup  o f  canned 
p o t a to e s  -  heavy sy rup  (27 b r i x )  and e x t r a  heavy sy ru p  
(35 b r i x ) .
(4) There i s  no i n t e r a c t i o n ^  betw een consumer 
p r e f e r e n c e  f o r  th e  fo l lo w in g  c h a r a c t e r i s t i c s  o f  canned 
sw eet p o t a t o e s  and s e l e c t e d  t e s t  v a r i a b l e s :
(a) V a r i e t i e s
(b) S ty le s  o f  Cut
(c ) B rix  l e v e l s
I n t e r a c t i o n  -  th e  f a i l u r e  o f  two l e v e l s  o f  one 
f a c t o r  t o  show th e  same d i f f e r e n c e  when t e s t e d  u nd er two 
o r  more l e v e l s  o f  a second  f a c t o r .
CHAPTER I I  
THEORY OF CONSUMER PREFERENCE
Economics d e a l s  w i th  th e  a l l o c a t i o n  o f  s c a r c e  r e ­
so u rce s*  The p r i c e  mechanism i s  r e l i e d  upon to  a t t a i n  
optimum a l l o c a t i o n s  o f  t h e s e  s c a r c e  r e s o u r c e s *  However, 
many d e c i s i o n s  must be made b ased  on phenomena o t h e r  th a n  
t h e  p r i c e  m echanism . The f a c t  t h a t  i t  i s  n o t  f e a s i b l e  t o  
o f f e r  numerous co m b in a t io n s  o f  c h a r a c t e r i s t i c s  o f  some 
p ro d u c ts *  l i m i t s  t h e  u se  o f  t h e  p r i c e  mechanism a s  t h e  
s o l e  g u id e  t o  optimum r e s o u r c e  a l l o c a t i o n .  A l t e r n a t i v e s  
must be a v a i l a b l e  b e f o r e  c h o ic e s  can be made by consumers* 
Some d e c i s i o n s  must be made b e f o re  p r o d u c t s  r e a c h  th e  
r e t a i l  s t o r e  and consum ers in  o r d e r  t o  l i m i t  th e  number o f  
c o m b in a t io n s  o f  t h e s e  c h a r a c t e r i s t i c s *  T h is  i s  one j u s t i ­
f i c a t i o n  f o r  consumer p r e f e r e n c e  r e s e a rc h *
B efo re  th e  1930*s ,  i t  was n o t  u n u s u a l  f o r  f a rm e r s  t o  
m arke t t h e i r  p r o d u c ts  d i r e c t l y  t o  consum ers o r  th ro u g h  o n ly  
one i n t e r m e d i a r y ,  t h e  r e t a i l  s t o r e .  Under t h i s  s i t u a t i o n .
For exam ple , we may be c o n f ro n te d  w i th  v a ry in g  
l e v e l s  o f  t h r e e  c h a r a c t e r i s t i c s  o f  canned sw eet p o t a t o e s -  
t h r e e  c o l o r s  ( a s  e x e m p l i f ie d  by v a r i e t y ) ,  t h r e e  s t y l e s  o f  
c u t  and two b r i x  l e v e l s  o f  sy ru p  ( a l th o u g h  b r i x  l e v e l  i s  
c o n t in u o u s ) .  C o n s id e r in g  o n ly  t h e s e  t h r e e  c h a r a c t e r i s t i c s ,  
we have Id  d i f f e r e n t  com bina tion s*
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t h e  wants o f  consumers could  be determ ined ,  in  a d d i t io n  t o  
p r i c e s ,  by word-of-mouth. This c o o r d in a t io n  o f  informa­
t i o n  between consumer and producer serv ed  t o  supplement  
p r i c e s  as a ^ulde t o  p r o d u c t io n ,  p r o c e s s in g  and marketing  
p r a c t i c e s .  The in n o v a t io n s  o f  modern food  p r o c e s s o r s  and 
d i s t r i b u t o r s  have sev ered  th e  f l o w  o f  word-of-mouth in ­
form ation  from consumer t o  producer .  One o b j e c t i v e  o f  
consumer p r e fe r e n c e  r e sea r ch  i s  t o  aga in  a ch ie v e  coordina­
t i o n  between producer and consumer.
OBJECTIVES OF CONSUMER PREFERENCE RESEARCH 
As d e f in e d  e a r l i e r ,  consumer p r e f e r e n c e  r e f e r s  t o  
c h o ic e  or th e  o rd e r in g  o f  c h o i c e s  among two or more a l t e r ­
n a t i v e  products  in a g iv e n  environment by a consumer or  a 
group o f  consumers.
2
According t o  Branson th e  o b j e c t i v e  o f  consumer 
marketing r e s e a r c h . . . .  " i s  t o  p ro v id e  any commodity group,  
or group o f  producers  w i th in  a commodity, w ith  t h o s e  t o o l s  
t h a t  can enhance t h e i r  c o m p e t i t i v e  p o s i t i o n  a g a in s t  o th e r  
producers  o f  th e  same or  o th e r  p r o d u c t s ."  He f u r t h e r  
s t a t e s  t h a t . . . .  "marketing r e s e a r c h  must have th e  o b j e c ­
t i v e  o f  maximizing a p a r t i c u l a r  p r o d u c t ’ s s a l e s  through a
Robert E. Branson, "The Need f o r  Improved Consumer 
Research" (Memphis! A s s o c ia t i o n  o f  Southern A g r ic u l t u r a l  
Workers, 1959)* p» 7* (Mimeographed)
11
b e t t e r  u n d e r s ta n d in g  o f  t h e  en v iro n m en t in  w hich  t h e  
p ro d u c t  must be s o l d . "
" I n  g e n e r a l  t e r m s ,  t h e  o b j e c t i v e s  o f  consumer m arke t 
r e s e a r c h  a r e :  (1 ) t o  d e te rm in e  th e  p r o d u c t s  consum ers
w a n t ,  (2) t o  d e te rm in e  t h e  form  and s i s e  in  which th e  
p ro d u c t  i s  d e s i r e d  and (3) t o  a s s i s t  p ro d u c e r s  a n d /o r  
p r o c e s s o r s  in  d e v e lo p in g  and d e l i v e r i n g  th e  ty p e  o f  
p ro d u c t  r e q u i r e d ,
T h is  s tu d y  a t t e m p t s  o n ly  t o  d e te rm in e  i f  consum ers 
r e c o g n iz e  and show a p r e f e r e n c e  f o r  one o r  more p a r t i c u l a r  
c h a r a c t e r i s t i c s  o f  a product.**  i t  i s  assumed t h a t  t h i s  
know ledge w i l l  a i d  t h e  p r i c i n g  mechanism in  c o o r d in a t in g  
p r o d u c t i o n ,  p r o c e s s in g  and consum ption  tow ard  more 
e f f i c i e n t  r e s o u r c e  a l l o c a t i o n ,
INFLUENCES UPON CONSUMER BEHAVIOR 
W aite  and Cassady^ b e l i e v e  t h a t  -  " S e l e c t i o n  o f  
s p e c i f i c  com m odities  i s  p r i m a r i l y  t h e  r e s u l t  o f  o u r  en­
v ironm en t and seems t o  be made p r i n c i p a l l y  b ecau se  o f  
h a b i t .  Im p u lse ,  o r  i m i t a t i o n ,  and o n ly  s l i g h t l y  upon th e  
b a s i s  o f  any r a t i o n a l  c a l c u l a t i o n . "
3
R o b ert  B ran so n , "P roblem s and O p p o r t u n i t i e s  in  
Consumer M arket R e se a rc h  in  A g r i c u l t u r a l  C o l le g e s "  
(W innipeg: M ark e tin g  S e c t io n  o f  th e  American Farm Economics 
A s s o c ia t io n ,  1 9 5 8 ) ,  PP* 1 - 2 ,  (Mimeographed)
^ R e c o g n it io n  and p r e f e r e n c e  o f  p ro d u c t  d i f f e r e n c e s  
a r e  i n s e p a r a b l e  i n  t h i s  s tu d y .
5W arren C. W aite  and R alph C assady , J r . ,  The 
Consumer and th e  Economic O rd e r  (seco n d  e d i t i o n ;  New York:
M cGraw-H ill Book Company, I n c . ,  1 9 4 9 ) ,  p« 145*
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C hesk in  s t a t e s  t h a t  -  "Each h u e ,  t i n t ,  sh ade  o r  
to n e  h a s  a s p e c i f i c  o p t i c a l  and p s y c h o lo g ic a l  e f f e c t  
on p ro d u c t  im a g e s ." He r a t e s  c o l o r  v e ry  h ig h  a s  t o  i t s  
e f f e c t  on consumer p r e f e r e n c e s .
Woods^ i s  o f  th e  o p in io n  t h a t  -  " T h e o r ie s  o f  con­
sumer b e h a v io r  have te n d e d  t o  ig n o re  im p o r ta n t  d e te rm in ­
a n t s  such  a s  h a b i t ,  c o g n i t i o n ,  and l e a r n i n g . "  He a l s o  
r e c o g n iz e s  t h a t  d i f f e r e n t  f o r c e s  i n f l u e n c e  consum ers u n d e r  
d i f f e r e n t  s i t u a t i o n s  when he s a y s  - -  " H a b i tu a l  and r a t i o n a l  
f o r c e s  a r e  more a t  work w i th  c e r e a l s ,  i r r a t i o n a l  f o r c e s  
w i th  c a r s .  Consumers i d e n t i f y  w i th  and g e t  more in v o lv e d  
e m o t io n a l ly  w ith  a u to m o b i le s  th a n  w i th  c e r e a l s .  A ll  con­
sumer b e h a v io r  i s  m o t iv a te d ,  b u t  a c t u a l  c h o ic e s  made t o  
s a t i s f y  m o tiv e s  may depend on o t h e r  p s y c h o lo g ic a l  v a r i a b l e s .  
M o t iv a t io n ,  p e r  s e ,  i s  most o f t e n  a s e c o n d a ry  f a c t o r  in  
consum er c h o ic e ,  a l th o u g h  i t  u n d e r l i e s  a l l  consumer be­
h a v i o r .  Two s e t s  o f  f a c t o r s  d e te rm in e  t h e  c h o ic e s  which 
a r e  made: p e r s o n a l i t y  o f  th e  p u r c h a s e r  and c h a r a c t e r  o f
g
t h e  p r o d u c t .  There a r e  th u s  two s e t s  o f  v a r i a b l e s . . . . "
^L o u is  C h e sk in , Whv P e o p le  Buy (New York:
L i v e r i g h t  P u b l i s h in g  C o r p o r a t io n , 1 9 5 9 ) ,  p .  72 .
7
W a lte r  A. Woods, " P s y c h o lo g ic a l  D im ensions o f  
Consumer D e c i s io n s , "  J o u r n a l  o f  M a rk e t in g . XXIV ( J a n u a ry ,  
1 9 6 0 ) ,  1 5 -1 9 .
g
Woods, 2E* * * P* 16 .
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Woods groups th e  e f f e c t  o f  p ro d u c t  c h a r a c t e r i s t i c s  on 
demands^ o f  consumers in to  t h r e e  c l a s s e s ,  (1) demand o f  
ego-invo lvem ent in  th e  e x te r n a l  symbols which th e  p ro d u c t 
conveys ( f o r  p r e s t i g e ) ,  (2) hedon ic  demand (sen so ry  
ap p ea l)  and (3) f u n c t i o n a l  demand (need f o r  fo o d , e t c . ) .
T his  s tu d y  in v o lv e s  hedon ic  demand as  a f f e c t e d  by v i s u a l  
f e a t u r e s  ( s t y l e  and c o lo r )  and t a s t e  ( b r lx  l e v e l ) .
Woods a lso  l i s t s  p e r s o n a l i t y  o f  th e  p u rc h a s e r .  Waite 
and Cassady^0 and C h e s k i n ,^  c l a s s  consumers as somewhat 
im p u ls iv e .  The very  n a tu r e  o f  im p u ls iv i ty  a s  a p e r s o n a l i t y  
c h a r a c t e r i s t i c  l e a d s  to  g r e a t e r  s u s c e p t i b i l i t y  t o  p ro d u c ts  
w ith  hedonic  a p p e a l .  Although we c l a s s  canned sweet 
p o ta to e s  as a fo o d , i t s  f u n c t i o n a l  n a tu re  a s  a food seems 
t o  be o f  l e s s e r  consequence due to  i t s  r e l a t i o n s h i p  to  th e  
more s t a p l e  food  item s (b re a d ,  p o t a to e s ,  m eat, e t c . ) .
In  c o n s id e r in g  consumer p r e f e r e n c e ,  we must c o n s id e r
p e r s o n a l i t y  o f  consumer, b a s ic  c h a r a c t e r i s t i c s  o f  th e
1 2p ro d u c t and env ironm ent4* in  which th e  p r e f e r e n c e  d e c is io n  
i s  made. However, th e  human mind i s  fo rc e d  to  s t a r t  w ith
9
T his  s tu d y  i s  concerned w ith  consumer p r e f e r e n c e ,  
n o t demand in  th e  c o n v e n tio n a l  economic s e n s e .
^ W a i t e  and Cassady, £ £ . c i t . .  p .  lJf5-
^ C h e s k in ,  ££• c i t . . p .  72.
12 Environm ent in c lu d e s  th o s e  a c t i v i t i e s  su rro u n d in g  
th e  o f f e r i n g  o f  comm odities t o  consumers such as  d i s p la y in g ,  
p ack ag in g , p r i c i n g ,  a d v e r t i s i n g ,  l a b e l i n g  and o th e r  
p r a c t i c e s .
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some o v e r - s i m p l i f i c a t i o n s  in  c l a s s i f y i n g  phenomena o r  
a c t i v i t i e s *  T h ere fo re *  t h i s  s tu d y  i s  concerned  w ith  con­
sumer p r e f e r e n c e  a s  a f f e c t e d  p r im a r i l y  by h ed o n ic  demand 
(s e n s o ry  a p p e a l)  s i n c e  i t  in v o lv e s  v i s u a l  and t a s t e  
c h a r a c t e r i s t i c s *  P re f e r e n c e  i s  a l s o  r e l a t e d  t o  some 
so c io -e co n o m ic  c h a r a c t e r i s t i c s  o f  t h e  consum ers. Any 
f a c to r *  w hethe r  p r i c e ,  c o l o r ,  o r  s t y l e ,  sh o u ld  be re c o g ­
n iz e d  as  b e in g  o n ly  a p a r t  o f  th e  t o t a l  complex o f  f o r c e s  
in f lu e n c in g  b e h a v io r ,  n o t i n t e r p r e t e d  a s  a s i t u a t i o n  in  
vtoich no o t h e r  f a c t o r s  a r e  seen  a s  I n f lu e n c in g  consumer 
b e h a v io r .
NEED FOR CONSUMER PREFERENCE RESEARCH 
George K a to n a ^  s t a t e s  t h a t  consumer a t t i t u d e s  need 
t o  be known in  o r d e r  t o  p r e d i c t  t h e i r  f u t u r e  a c t i o n s .  His 
o p in io n  i s  t h a t  t h e i r  a t t i t u d e  does r e f l e c t  f u t u r e  a c t i o n .  
C h a r le s  Roos, a  n o te d  m a th e m a tic a l  e c o n o m is t ,  i s  quo ted  
a s  s a y in g :  "The most f a v o r a b le  c r i t i c i s m  t h a t  can be made
i s  t h a t  d a ta  on i n t e n t i o n s  t o  buy sh o u ld  be used  w ith  con­
s i d e r a b l e  c a u t i o n . " 1**
R e a l i z a t i o n  o f  t h e  need f o r  consumer r e s e a r c h  i s  
t y p i f i e d  by C h e s k in 's  f o l lo w in g  s ta te m e n t :  "M anagers o f
au to m ob ile  m a n u fa c tu r in g  com panies in  D e t r o i t  have f i n a l l y
13 George K atona, "The Consumer C a l l s  t h e  T une,"  
B u s in ess  Week. Number 1695 (March, I 9 6 0 ) ,  64 -6 8 .
1 ^ I b i d .
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become aware t h a t  th e y  do n o t  know what th e  consumers w ant. 
E x ecu tiv es  o f  la rg e  c o r p o ra t io n s  should  a t  t h i s  s ta g e  o f  
our n a t i o n a l  development r e a l i s e  t h a t  th e y  cannot p o s s ib ly  
behave l i k e  t y p i c a l  consum ers, f o r  th e  s im ply  re a so n  t h a t  
th e y  a re  n o t t y p i c a l  consum ers . 1,1 ̂
Burns and Roy commented on q u a l i t y  c h a r a c t e r i s t i c s  in  
canned foods  a s  fo l lo w s :  P r o s p e r i t y  i s  l i k e l y  to  reduce
th e  d i s c i p l i n e  t h a t  c o s t s  impose upon th e  b u y e r . T h i s  
s ta te m e n t  sim ply  meant t h a t ,  as  consumers become more p ro s ­
p e ro u s ,  th e  cho ice  between p ro d u c ts  w i l l  be d ec ided  to  a 
l e s s e r  e x te n t  on p r i c e  and t o  a g r e a t e r  e x te n t  on o th e r  
f a c t o r s .  In  economic te rm s ,  a good w i l l  th e n  become more 
p r i c e  i n e l a s t i c .
According to  Cham berlin1^ p re fe re n c e s  a f f e c t  consumer 
p u rc h a se s  as  fo l lo w s :
A g e n e ra l  c l a s s  o f  p ro d u c t i s  d i f f e r e n t i a t e d  
i f  any s i g n i f i c a n t  b a s i s  e x i s t s  f o r  d i s t in g u i s h i n g  
th e  goods (o r  s e r v i c e s )  o f  one s e l l e r  from th o s e  
o f  a n o th e r .  Such a b a s i s  may be r e a l  o r  f a n c ie d ,  
so lo ng  as i t  i s  o f  any im portance w hatever to  
b u y e rs ,  and le a d s  t o  a p re fe re n c e  f o r  one v a r i e t y  o f  
th e  p ro d u c t  over a n o th e r .  Where such d i f f e r e n t i a t i o n  
e x i s t s ,  even though i t  may be s l i g h t ,  buyers  w i l l
^ C h e s k in ,  o£ . c i t . . p .  85.
■^Burns and Roy, c i t . . p .  9*
1 7 Edward H. C ham berlin , The Theory o f  M o n o p o lis tic  
C om petition  ( s i x t h  e d i t i o n ;  Cambridge: Harvard U n iv e r s i ty
P r e s s ,  1950)» P* 56.
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be p a i r e d  w ith  s e l l e r s ,  n o t  by chance and a t  random 
(a s  u n d er  p u re  c o m p e t i t io n )  b u t  a c c o rd in g  t o  t h e i r  
p re fe re n c e s *
When p ro d u c e rs  o r  p r o c e s s o r s  know what consumers 
p r e f e r ,  th e y  have an i n t e l l i g e n t  b a s i s  f o r  a d j u s t i n g  t h e i r  
p ro d u c t io n  and m ark e tin g  program s a c c o rd in g ly .  T h is  i s  n o t  
to  say  t h a t  p r e f e r e n c e  i s  th e  o n ly  d e te rm in a n t  o f  accep ­
t a n c e .  However, consumer p r e f e r e n c e  i s  an im p o r ta n t  d e t e r ­
m inant in  th e  p a i r i n g  o f  s e l l e r s  w ith  bu y ers  in  th e  m arket
p l a c e .  This i s  e s p e c i a l l y  r e l e v a n t  in  s i t u a t i o n s  where
1 ftth e  p r a c t i c e  o f  n o n -p r ic e  c o m p e t i t io n x i s  to  a f i r m l s 
ad van tage  due t o  e x i s t i n g  m arket s t r u c t u r e s .
ORDERING OF PREFERENCES IN ARRIVING AT 
CHOICES BETWEEN GOODS
One o f  th e  assu m p tio n s  o f  economic th e o ry  i s  t h a t
p eo p le  a re  a b le  t o  a r ra n g e  t h e i r  p r e f e r e n c e s  in  a c o n s i s -  
19t a n t  o r d e r .  The s i g n i f i c a n c e  o f  th e  o r d e r in g  o f  p r e f e r ­
e n c e s ,  in  making c h o ic e s  between goods, i s  g iv e n  by 
20N o rr is  i n  th e  fo l lo w in g  manner:
XfcJN o n -p r ic e  c o m p e t i t io n  -  C om petit ive  p r a c t i c e s  
n o t  in v o lv in g  p r i c e s
19F r i t z  Machlup, "The Problem o f  V e r i f i c a t i o n  in  
E conom ics ,"  The S ou th e rn  Economic J o u r n a l . XXII ( J u ly  
1955 )$ 12 .
20Ruby T urner N o r r i s ,  The Theory o f  C onsum er's 
Demand (New Haven: Yale U n iv e r s i ty  P r e s s ,  1 9 4 1 ) ,
pT 1 1 6 .
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P re fe re n c e  Rank
F i r s t
F o u r th
Second
T h ird
Any item  which i s  more e x p e n s iv e  th a n  an a l t e r n a t i v e  
p r e f e r r e d  to  i t  i s  dropped from  c o n s i d e r a t io n .  In  th e  
above s c h e d u le ,  p ro d u c t  D would be e l im in a te d  s in c e  th e  
low er c o s t  p r o d u c t s ,  A and B a re  p r e f e r r e d  to  i t .
The s i m p l i f i c a t i o n  a r i s i n g  from t h i s  r u l e  may 
be e x c e e d in g ly  inq po rtan t. Except f o r  goods in  which 
c o n s p ic io u s  consum ption i s  in v o lv e d  —  i n  which th e  
e s t im a te  a t t a c h e d  to  th e  goods i s  i t s e l f  a f u n c t io n  
o f  p r i c e  —  i t  i s  a common and a s a l u t o r y  t h in g  t h a t  
many goods a re  ran ked  in  one*s e s t im a t io n  o t h e r  th a n  
in  th e  same o r d e r  as  t h e i r  p r i c e s .
Once th e  e l i m in a t io n s  have o c c u r r e d ,  th e  b uyer i s
s t i l l  fa ced  w ith  a d i f f i c u l t  p rob lem . He t y p i c a l l y  has
s e v e r a l  a l t e r n a t i v e s  l e f t ,  which a re  s u b je c t  to  b e in g
a r ra n g e d  in  o rd e r  o f  p r e f e r e n c e ,  and th e y  n e c e s s a r i l y  a re
p r i c e d  in  th e  same o r d e r .  The new sc h e d u le  m ight ap p ear  as
fo l lo w s :
P ro d u c t  Cost o f  P ro d u c t io n  P re f e r e n c e  Rank





F i r s t
Second
B 700 T h ird
21
I b i d . ,  p .  117*
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T his  s tu d y  i s  concerned  o n ly  w ith  d e te rm in in g  in fo rm a­
t i o n  on consumer p r e f e r e n c e .  Cost o f  p ro d u c t io n  i s  n o t  
in c lu d e d .  The ch o ice  among th e  above t h r e e  p ro d u c ts  
depends on th e  consum ers9 competence and d e s i r e  t o  pay 
th e  d i f f e r e n t i a l s  betw een p ro d u c t  C, A and B. The d e t e r ­
m in a tio n  o f  how consumers a r r i v e  a t  t h e s e  c h o ic e s  i s  beyond 
th e  scope o f  t h i s  s tu d y .
CHAPTER I I I  
METHODOLOGY
Consumer p r e f e r e n c e  may not  correspond w i t h  consumer 
a c c e p t a n c e  in ev ery  case  s i n c e  product  a c c e p ta n c e  i n v o l v e s  
p r i c e s  (amonfo o t h e r  t h i n g s )  in a d d i t i o n  t o  p r e f e r e n c e .  
However, t h e  f i r s t  s t e p  i n  th e  s tudy o f  consumer a c c e p t a n c e  
f o r  canned sweet  p o t a t o e s  i s  t h e  d e t e r m i n a t i o n  o f  consumer  
p r e f e r e n c e .  One r e a s o n  i s  t h a t  consumers have very l i t t l e  
c h o i c e  among the  v a r i o u s  c om binat io ns  o f  c o l o r ,  s t y l e  and 
b r i x  l e v e l .  Most s t o r e s  o n ly  handle  two or  t h r e e  brands  
whi ch ,  in some i n s t a n c e s ,  r e p r e s e n t  o n l y  one combinat ion  o f  
c h a r a c t e r i s t i c s .  (Example— cut p o t a t o e s  i n  l i g h t  syrup)
The consumers ,  i t  i s  f e l t ,  are  not  a f f o r d e d  a l t e r n a t i v e s .  
T h e r e f o r e ,  consumer p u r c h a s e s  do not  s e r v e  as  an e f f i c i e n t  
gu id e  f o r  p r o c e s s o r s  and market ing a g e n c i e s .
In some a r e a s  o f  consumer i n v e s t i g a t i o n  th e  consumer  
i s  not  l i k e l y  to a c c u r a t e l y  convey p r e f e r e n c e  in her  
r e s p o n s e .  This  i s  e s p e c i a l l y  t r u e  o f  the  d i r e c t  q u e s t i o n  
and answer approach .  The i n d i v i d u a l  may r a t i o n a l i z e  as  t o  
what he ou^hc to  t h i n k ,  or  ought  t o  p r e f e r  in  a g iv e n  
s i t u a t i o n ,  r a t h e r  than r e p o r t i n g  t ru e  th o u g h t s  or p r e f e r ­
e n c e s .  Tn a meet ing  with Dr. Ray L o r e e ,*  L o u i s i a n a  S t a t e
q
Conference  wi th  Dr. Ray Lo ree ,  f a l l  o f  1959 .
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U n i v e r s i t y  P s y c h o l o g y  T e p a r t u e n t , he s t a t e d  t h a t  the  most  
dep en dab le  ansvrers co uld  be o b t a i n e d  by h a v i n g  t h e  consumer  
ch o o se  between two o r  more a l t e r n a t i v e s  w i t h o u t  a c t u a l l y  
b e i n g  t o l d  what f a c t o r  i s  b e i n g  s e l e c t e d .
No at te m p t  was made t o  de te r m in e  t h e  u n d e r l y i n g  
p s y c h o l o g i c a l  e x p l a n a t i o n s  o f  consumer p r e f e r e n c e  f o r  a 
c e r t a i n  c h a r a c t e r i s t i c .  Nowever,  consumer p r e f e r e n c e s  
were compared ao v a r i o u s  l e v e l s  o f  s e l e c t e d  s ^ c i o - e c o n o m i c  
f a c t o r s .
The b e s t  method o f  e x p e r i m e n t a t i o n  was h y p o t h e s i z e d  
to  be a matched l o t  t e c h n i q u e .  By t h i s  t e c h n i q u e ,  two or  
more l o t s  o f  t h e  p r o d uc t  under 3turiy,  v a r y i n g  o n l y  in t h e  
c h a r a c t e r i s t i c  b e i n g  t e s t e d ,  are  p l a c e d  s i d e  by s i d e .  A 
c h c i o e  i s  t he n  rads  by t h e  consumer as to  which i s  p r e f e r r e d .  
This  method has been used  s u c c e s s f u l l y  by Ahrahamsen, Godwin 
and o t h e r s .  One a d ' m . t a , / :  o f  t h e  matched lot.  t e c h n i q u e  i s  
t n a t  the  i n f l u e n c e  o f  ^he n u n - t o s t  v a r i a b l e s  i s  e l i m i n a t e d  
i n  the g a t h e r i n g  o f  data  ! o s t e a d  c r "n t h e  a n a l y s i s .
O f f e r i n g  two or  mere l o t s  o f  a g i v e n  product a t  
d i f f e r e n t  v a l u e s  o f  t h e  t e s t  v a r i a b l e  s i d e  by s i d e  g i v e s  
c u st o m e r s  an o p p o r t u n i t y  to  compare l o t s  b e f o r e  making 
t h e i r  c h o i c e .  Such a procedure  a u t o m a t i c a l l y  e l i m i n a t e s
2 ^
Max S.  Brunk, Methods o f  Research  in Market in;:. 
(Department  o f  A<_,r! c u l t u r a l  Econom ics ,  Paper Number 1 ,  
I t h a c a ,  New York: C o r n e l l  U n i v e r s i t y ,  1 ^ 5 1 ) ,  p .  2* .
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t h e  e f f e c t  which s i z e  and t y p e  o f  s t o r e ;  Jncome and pur­
c h a s i n g  n a l w t s  o f  consumers;  s i z e  o f  d i s p l a y ;  number and 
q u a l i t y  o f  compet ing  p r o d u c t s ;  t i m e ,  and day o f  week have  
on t h e  consuKier, s c h o i c e .  Any d i f f e r e n c e s  in t h e  c h o i c e
between  l o t s  ar e  t he n  assumed t o  be a t t r i b u t a b l e  t o  t h e
3
d i f f e r e n c e s  in the  t e s t  v a r i a b l e s .  d i f f e r e n c e s  in con­
sumer p r e f e r e n c e s  due t o  i n t e r a c t i o n , ^  however ,  must be 
det ermined  by s t a t i s t i c a l  a n a l y s i s .
Another important  v a r i a b l e  t h a t  r e q u i r e s  a t t e n t i o n  in  
t h e  matched—l o t  t e c h n i q u e  i s  d i s p l a y  p o s i t i o n  o f  each  
e x p e r i m e n t a l  l o t .
c.
h r u n l r s t a t e d  t h e  f o l l o w i n g  about 1’" e l u d i n g  p r i c e  as  
a f a c t o r  in p r e f e r e n c e  d e t e r m i n a t i o n :
Many s t u d i e s  based on m a t c h e d - l o t s  have i n c o r ­
pora te d  p r i c e  d i f f e r e n t i a l s  on t h e  v a r i o u s  l o t s  in 
o rd er  to  d e te r m in e  t h e  p r i c e  premium cu st om e rs  would 
pay f o r  s p e c i f i e d  l e v e l s  o f  a f a c t o r  in a commodity.  
O b v io u s ly  in such t e s t 3  a second v a r i a b l e  ( p r i c e )  
has  been added to  the  v a r i a b l e  b e i n g  t e s t e d  making 
i t  i m p o s s i b l e  to  a s s i g n  t h e  d e g r e e  o f  e a u o a l ’ t y  due 
t o  e i t h e r  o f  t h e  v a r i a b l e s . . . . p r ' ee I s  used ty  many 
p e o p l e  as  an i n d i c a t o r  o f  q u a l i t y  a l th o u g h  q u a l i t y  
d i f f e r e n c e s  are  not  apparent  .
Although m a t c h e d - l e t  t e s t s  can he used to  indh.at t:  
p r e ^ r r e n c c , t h e y  do not  i n d i c a t e  the  e x t e n t  t o  which t h i s  
pref^ .^x ioe  w i l l  be t r a n s l a t e d  i n t o  p u r c h a s e s  under normal  
conri i t  I o n s .
kI n t e r a c t i o n  -  t h e  f a i l u r e  o f  v-w l e v e l s  o f  one  
f a c t o r  t o  show the  same d i f f e r e n c e  when t e s t e d  under two 
o r  more l e v e l s  o f  a second f a c t o r .
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EXPERIMENTAL r E S I 01-:
Three s t o r e s  c f  a n a t i o n a l  r e t a i l  g r o c e r y  ch a in  in  
3aton  Rou^e,  L o u i s i a n a ,  v e r e  s e l e c t e d  f o r  the  e x p e r i m e n t .
The s t o r e s  r e p r e s e n t e d  North .  C en tr a l  and South Raton Rou^e.  
The South Baton P.ou^o s t o r e  had a w e e k ly  e s t i m a t e d  customer  
t r a f f i c  o f  5 ,0 C 0, ^  The c l i e n t e l e  o f  t h i s  s t o r e  were l a r g e ­
l y  composed o f  u n i v e r s i t y  s t u d e n t s ,  f a c u l t y  and s t a f f .  The 
C en tr a l  baton  Rou^e s t o r e  nan a weekly e s t i m a t e d  customer  
t r a f f i c  o f  1C , 0 0 0 .  The c l i e n t e l e  o f  t h i s  s t o r e  were not  
Irrrvm to f i t  any p a r t i c u l a r  p a t t e r n  as  to  the  c h a r a c t e r i s ­
t i c s  o f  the  c u s t o m e r s .  The North Baton Pou^e s t o r e  had a 
wee kly  e s t i m a t e d  customer  t r a f f i c  o f  7 , 0 0 0 .  The c l i e n t e l e  
o f  t h i s  s t o r e  v er e  p r e d o m i n a t e l y  i n d u s t r i a l  ' - or d er s .
The e x per im en t  was conducted from honday thr ough
n
Saturday  dur^n^ s t o r e  h o u r s .  IT*try 25th female  customer
was s e l e c t e d  f o r  the s a m p l e . 1' Only f e m a l e s  ’.cere i n t e r ­
viewed s i n c e  i t  was assumed th a t  t h e y  r e f l e c t  the  major'  
o f  c o n su m e rs * food p u r c h a s i n g  d e c i s i o n s  in th e  market p l a c e .
Number o f  cu s tome rs  based cn number o f  cash  
r e g i s t e r  s a l e s .
^ e c e m u e r  7 thr ou gh  lecember  1 2 ,  1 9 5 ° •
° 0 n l j  f em a le  cus tome rs  w i t h  c a r t s  were counted and 
s e l e c t e d .  Consumers who r e f u s e d  t o  c o o p e r a t e  in th e  e x p e r i ­
ment were r e p l a c e d  by t h e  nex t  c u s to m e r .  Customers who were  
s e l e c t e d  t h e  second t ime were r e p l a c e d  in the  same manner.
23
V a r i e t y  and S t y l e  P r e f e r e n c e  i ' e s ^ n  
Tn w ’der to d e t e r m i n e  consumer p r e f e r e n c e  f o r  v a r i e t y  
( c o l o r ) ,  t h r e e  v a r i e t i e s  v e r e  d i s p l a y e d  so t h a t  a c h o i c e  
could be made among t h e  v a r i e t i e s .  This  v a s  done under  
t h r e e  l e v e l s  o f  s t y l e  o f  cut  ( f o r  d e s i g n  s e e  Appendix,  
f a b l e  1 ) .
Tr. d e t e r m i n i n g  consumer p r e f e r e n c e  f o r  s t y l e  o f  c u t ,  
the  sw ee t  p o t a t o e s  ^erc d i s p l a y e d  so t h a t  a c h o i c e  could  
be made among t h e  s t y l e s .  This  v a s  done urn drr t h r e e  1 c . s i s  
o f  v a r i e t y  ( f o r  d e s i g n  s e e  Appendix,  Table  2 ) .
Each d e c is io n  as  to  l e v e l  o f  f a c t o r  p r e f e r r e d  was made 
" i t h  a l l  o t h e r  f a c t o r s  h e l d  c o n s t a n t .  A l l  o f  t h e  above  
d i s p l a y s  were in 27 b r i x  s y r u p .
d i f f e r e n c e s  in p r e f e r e n c e  may somet imes  vary w i t h  the  
o r d e r  * r. whi ch the  d i f f e r e n t  d ' s p l a y s  are shown to c u s ­
tom ers .  For t h ’ s r e a s o n ,  t h e  d i s p l a y s  vert? r o t a t e d  t h i n  
each s e c t i o n  and am, & s e c t d c c s  :>f each f a c t o r .  (Each s i d e  
o f  t h e  t a b l e  reprc  sent eo f -jree l e v e l s  o f  ore  f a c t o r . )
The d i s p l a y s  were- r o t a t e d  d a i l y  ^ i t h 1’  ̂ t h e  ■ ) v g o n ,  
by moving t h e  t ra y  or t h e  l e f t  to  t h e  r i g h t  s i d e .  The 
c e n t e r  t r a y  was moved t o  t h e  l e f t  p o s i t  lor and t h e  t r a y  on 
th e  r i g h t  was moved t o  the  c e n t e r  p o s i t i o n .  The t a c t i o n s  
v i t h i n  each s ’ be o f  the  t a b l e  were r o t a t e d  ir. the same 
manner e x c e p t  s e c t ' o n s  w tr e  moved i n s t e a d  o f  t r a y s .  Sec ­
t i o n s  T and TV corre spond  t o  the l e f t  t r a y  p o s ’ t i o n ,  ( f o r
FIGURE 1
Top View o f  Table D isplay f o r  Color and S ty le  P re fe rence  D eterm ination , 

















to 33 CM0> toOo 1 3rO
S ection  V
Cut
S ection  IV
L-160 Goldrush P uerto  Rican
-c*<• a?tP oO MI-1 <0
to Oect
Section  I S ec tion  I I S ec tio n  I I I
V e r t ic a l  d iv id e r  made of l / 8" plywood, 12" in  h e ig h t ,  was used to  d iv id e  
s e c t io n s .  The s e c t io n s  were 12" by 16". The t a b le  was 2* by V*.
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s e c t io n  d e s ig n a t io n  see  F ig u re  1 ) .  The s id e  o f  th e  t a b l e  
which consumers approached was ro ta te d *  The s e c t io n s  were 
s e l e c te d  so t h a t  when consumers were r o t a t e d  between s id e s  
th e  same s e c t io n s  would no t be f i r s t .  However, th e y  viewed 
th e  s e c t i o n s  in  a c o u n te r -c lo c k w ise  sequence so a s  n o t to  
c o n f l i c t  w ith  th e  r o t a t i o n  o f  th e  s e c t i o n s .
B rix  Level P re fe re n c e  Design 
In  o rd e r  to  de term ine  consumer p re fe re n c e  f o r  b r ix  
l e v e l ,  two s i z e  303 cans o f  sweet p o ta to e s  were g iven  to  
eve ry  second p e rso n  in te rv ie w e d  (every  50t h  consum er).
These cans were p a i r e d  so t h a t  s t y l e  o f  cu t and c o lo r  
( v a r i e t y )  were th e  same f o r  each consumer. Only b r i x  l e v e l  
was d i f f e r e n t .  One can c o n ta in e d  heavy syrup  (27 b r ix )  
and one c o n ta in e d  e x t r a  heavy syrup  (35 b r ix )  -  (Appendix, 
Table 3 ) .  The com binations o f  s t y l e  o f  cu t and c o lo r  
( v a r i e ty )  were changed in  r o t a t i o n  f o r  each su c c e s s iv e  
custom er s e l e c te d  in  each  s t o r e .
TECHNIQUES AND EXECUTION OF THE EXPERIMENT
The fo l lo w in g  item s were used in  th e  ex pe rim en t:
A f o ld in g  t a b l e  -  was used  w ith  v e r t i c a l  d i v i d e r s  t o  
s e p a r a te  each  s e c t i o n ,  (F ig u re  1 ) .  This was done so t h a t  
th e  consumer would c o n c e n t ra te  h e r  a t t e n t i o n  on on ly  one 
s e c t i o n  a t  a t im e .  Each s e c t io n  c o n ta in e d  t h r e e  l e v e l s  
o f  a p a r t i c u l a r  f a c t o r  a t  one l e v e l  o f  a l l  o th e r  f a c t o r s ,  
(F ig u re  1 ) .  Each s e c t io n  th e n  c o n s t i t u t e d  a u n i t  from 
which a d e c is io n  as t o  p re fe re n c e  cou ld  be made.
Small r e c t a n g u la r  aluminum pans -  were used  to  d i s ­
p la y  th e  canned sweet p o t a t o e s .  Tfiese pans were i d e n t i f i e d  
by two l e t t e r s  p r i n t e d  on th e  end o f  th e  pan in  o rd e r  t o  
m inim ize e r r o r s  in  r e c o rd in g  p r e f e r e n c e s .  Very few
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h o u s e w iv e s  i n d i c a t e d  any c u r i o s i t y  as  to t h e  meaning o f  
the l e t t e r s .  T h e r e f o r e ,  i t  i s  assumed t h a t  they did not  
a f f e c t  p r e f e r e n c e .
Qne-pajt;e q u e s t i o n n a i r e  -  vas  used t o  record  s o c i o -  
economic f a c t o r s  as  w e l l  as  p r e f e r e n c e s .  (Appendix B)
A Package -  o f  two cans o f  sw ee t  p o t a t o e s ,  a p o s t  
card q u e s t i o n n a i r e  (Appendix r ) was g i v e n  t o  every  50th  
customer .  A s i x  pound w hi te  paper bag was used to  
package t h e s e  i t e m s .
Sur vey ing  o f  Consumers 
A ft e r  the  cons.r .^r was s e l e c t e d ,  the  exper iment  was 
e x p l a i n e d  b r i e f l y  t o  h e r .  The q u e s t i o n s  which did not  
have o b v i o u s  answers  were read t o  her and answers re q u e s te d  
( Q u e s t i o n n a i r e ,  Append':: C) . She was then ashed t o  look  
at  each s e c t i o n  o f  th e  d i s p l a y s  and g i v e  her p r e f e r e n c e ,
: f  any .  ho second c h o i c e s  were r e q u e s t e d .  "Firix l e v e l  
p r e f e r e n c e "  cans  were g iv e n  to ev ery  3ecord c o n s u m e r  
s e l e c t e d .  "anes anu a d d r e s s e s  were ob ta in ed  from consumers  
so t h a t  reminder l e t t e r s  could be s e n t  to  t h o s e  who f a i l e d  
t o  r e t u r n  th e  p o s t  card q u e s t ' o n n a i r e .
ha Inta ' ni ng the  f i s p l a y  
Cans were opened and c o n t e n t s  poured in to  t h e  appro­
p r i a t e  d i s p l a y  pans each mornin0 . The syrup in t h e  pans  
vas  poured o ver  t h e  p o t a t o e s  f r e q u e n t l y  w i th  a spoon in 
order  to  main ta in  appearance o f  t h e  p o t a t o e s .  P l a n s  were 
made f o r  changing  t he  p o t a t o e s  in the  d i s p l a y  t w i c e  d a i l y .  
However,  the d i s p l a y s  were not  changed s i n c e  the  appearance  
was maint a in ed  a d e q u a t e l y  w i t h o u t  d o ing  s o .
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L o ca tio n  o f  th e  D isp lay  
The d is p la y s  were lo c a te d  between th e  cash  r e g i s t e r  
and th e  produce bin* In  a l l  t h r e e  s t o r e s  t h i s  was on 
th e  r ig h t -h a n d  s id e  o f  th e  s t o r e  a s  viewed by e n te r in g  
th e  f r o n t  door*
METHOD OF STATISTICAL ANALYSIS9 
In  r e s e a r c h ,  problem s a re  en co u n te red  in  which th e  
i n t e r e s t  i s  in  th e  number o f  s u b j e c t s ,  o b j e c t s ,  o r  
measurements f a l l i n g  in  each o f  v a r io u s  c a te g o r ie s *  This 
experim ent i s  an example o f  such a s i t u a t io n *  In  problem s 
such as  t h e s e ,  th e  ch i  square  t e s t  o f  s i g n i f i c a n c e  i s  u sed . 
This i s  u s e f u l  when t e s t i n g  numerous h y p o th eses  concern ing  
th e  expec ted  number o f  o b s e rv a t io n s  in  each o f  th e  v a r io u s  
c a te g o r ie s *  The expec ted  numbers a re  o b ta in e d  from th e  
”n u l l  h y p o th e s i s ” t h a t  s p e c i f i e s  th e  p ro p o r t io n  o f  th e  
o b s e rv a t io n s  in th e  p o p u la t io n  f a l l i n g  in  each o f  th e  
c a te g o r ie s *
C a lc u la t io n  o f  Chi Square
I f  we l e t  r e p r e s e n t  th e  p ro p o r t io n  in  th e
ca teg o ry  in  term s o f  th e  n u l l  h y p o th e s is ,  w ith
K
^  P- = 1 . 0 0 , th e n  
\
9
A llen  L. Edwards, S t a t i s t i c a l  Methods f o r  th e  
B eh av io ra l  S c iences  (New Y o r K ! R in e h a r t  and Company, I n c . ,  
l $ 5t j ,  p7 3oy; George W. Snedecar, S t a t i s t i c a l  Methods 
6t h  e d . ; Ames: The Iowa S ta te  C ollege P r e s s ,  195&J# P* 214*
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whoro ■ th o  soap lo  s i s o  o r
' f -  • th o  th o o ro t io o l  p ro p o rtio n  in  th o  jL ^
eotogory
-tti ' " th o  oxpoetod nuabor in  th o  J» *  
ootogory
Tho n o i l  hypo thoslo  any bo to o to d  In  to r s o  o f  th o  d is ­
t r ib u t io n *  Vo toko  th o  d lffo ro n e o  botwoon oooh oboorrod 
and oxpootod nuabor, oquoro thooo d lse ro p o n o lo s , d l r id o  
oooh squorod d lseroponoy  by th o  oorrospondlng  oxpootod 
nuabor, ond oua* Tho ro o u lt  io  o ro lu o  o f  ohi oquoro* Thus
whoro x '  * ohi oquoro
i t ;  *  th o  oboorvod nuabor o f  o b o o rro tio n o  in  
th o  x  ** ootogory
t t* ' ■ th o  oxpootod nuabor o f  o b o o rro tlo n o  in  
th o  i 11 ootogory  ond th o  K o ro r  th o
su a a o tio n  s ig n  in d lo o to o  th o t  wo oua 
o ro r  o i l  K eo to g o rlo o
T his lo  th o  ohi oquoro f o r  ony g lvon row*
Thoro oro two o th o r  ohi squoros th o t  aoy odd to  ln f o r a -
o tlo n  about popu lo tlo n o  soaplod* F i r s t ,  th o ro  i s  th o  ohi
oquoro e o le u lo to d  f r o a  th o  t o t a l s  o f  o to b lo *  Horo o i l  th o
groups o ro  tro o to d  os o s ln g lo  la rg o  ssap lo*  Tho dogroos
o f  froodoa  f o r  th o  t o t a l  row i s  th o  nuabor o f  ooluans
a im ts  ono*
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F i n a l ly *  t h e r e  i s  a c h i  s q u a re  t h a t  m e a su re s  t h e  
i n c o n s i s t e n c y  o f  t h e  d e v i a t i o n s  o f  t h e  sam p le  r a t i o s  from  
t h e  h y p o t h e t i c a l *  T h is  i s  c a l l e d  " h e t e r o g e n e i t y "  o r  
" d i f f e r e n c e "  c h i  s q u a r e .  I t s  c a l c u l a t i o n  i s  a s  f o l l o w s :
D eg rees  o f  Freedom 
3um o f  i n d i v i d u a l  c h i  s q u a r e s  ( k -  1)
Chi s q u a re  o f  t o t a l  ( k -  1)
H e te r o g e n e i ty  ( d i f f e r e n c e )  (k -  1) ( r  -  1)
Where k “ number o f  colum ns 
r  = number o f  row s 
The h e t e r o g e n e i t y  c h i  s q u a r e  m e a su re s  i n t e r a c t i o n .
M ea su r in g  S i g n i f i c a n c e  o f  Chi S q u a re  
The c h i  s q u a re  o b t a i n e d  i s  e v a l u a t e d  by  com paring  i t  
w i th  a t a b u l a r  c h i  s q u a re  a t  t h e  a p p r o p r i a t e  number o f  
d e g r e e s  o f  f reed o m  a v a i l a b l e .  The d e g r e e s  o f  f re ed o m  f o r  
any  g iv e n  row  i s  t h e  num ber o f  colum ns m inus o n e .  F o r  an 
" r  t im e s  k "  c o n t in g e n c y  t a b l e ,  t h e  number o f  d e g r e e s  o f  
freedom  w i l l  be g iv e n  by :
d f  -  ( r  -  1 ) (k -  1 )
CHAPTER TV
CONSUMERS* PREFERENCES FOR SELECTEE VARIETIES, STYLES 
OF CUT AND BRIX LEVELS OF CANNED SWEE'*’ POTATOES
Consumer p re f er e n c e  for  a product  may be a f f e c t e d  by 
c e r t a in  s oc io -e co n om i c  c h a r a c t e r i s t i c s  as w e l l  as  the  
c h a r a c t e r i s t i c s  c f  the  product i t s e l f .  P r e fe r e n c e s  fo r  
s t y l e s  o f  cut', v a r i e t i e s  and brix  l e v e l s  o f  canned sweet  
p o t a t o e s  have been c l a s s i f i e d  by s e l e c t e d  so c io -e co n om ic  
c h a r a c t e r i s t i c s  o f  consumers.  Pther c l a s s i f i c a t i o n s  were 
a l s o  made by s e l e c t e d  a s p e c t s  o f  consumer use o f  sweet  
p o t a t o e s .
This chapter i s  organized  as f o l l o w s :  F i r s t ,  s o c i o ­
economic c h a r a c t e r i s t i c s  o f  consumers and  .some use  a s p e c t s  
o f  sweet  p o t a t o e s  are c l a s s i f i e d  by days wi th in  s t o r e s .  
Second,  consumers1 p r e f e r e n c e s  among v a r i e t i e s ,  among 
s t y l e s  o f  cut and among b r ix  l e v e l s  are c l a s s i f i e d .
V a r ie ty  p r e f e r e n c e s  are c l a s s  i f ' e d  by s t y l e s  o f  cu t ,  days 
and s t o r e s . ^  S t y l e  o f  cu* p r e f e r e n c e s  are c l a s s i f i e d  by
"Aspects  o f  use  in c l u d e s  s e v e r a l  q u e s t i o n s  con­
cerning  consumer use o f  sweet p o t a t o e s .
^Included as c o n tr o l  f a c t o r s  were s t o r e s ,  days ,  
s t y l e s  o f  cut and v a r i e t i e s .  S t y l e  o f  cut p r e f e r e n c e s  were 
t e s t e d  at. t h r e e  l e v e l s  o f  v a r i e t y .  V ar i e ty  p r e f e r e n c e s  
were t e s t e d  at  t hr ee  l e v e l s  o f  s t y l e  o f  cut .  Brix l e v e l  
p r e f e r e n c e s  were t e s t e d  at nine combinat ions o f  s t y l e - o f -  
c u t / v a r i e t y .
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v a r i e t i e s ,  days and s t o r e s .  B r ix  l e v e l  p r e f e r e n c e s  a re  
c l a s s i f i e d  by days and s t o r e s .  V a r ie ty  and s t y l e  o f  c u t  
c l a s s i f i c a t i o n s  a re  a l s o  made f o r  b r i x  l e v e l  p r e f e r e n c e  
bu t o n ly  a s  a t o t a l  o f  th e s e  c l a s s e s ,  n o t  w i th in  days o r  
s t o r e s .  T h ird ,  consumer p r e f e r e n c e s  among v a r i e t i e s  and 
among s t y l e s  o f  cu t were a n a ly se d  w i th in  s t y l e  o f  c u t /  
v a r ie ty * ';  w i th in  s t o r e s ;  by so c io -eco n o m ic  c h a r a c t e r i s t i c s  
o f  consumers and a s p e c t s  o f  sw eet p o t a to  u s e .  B rix  l e v e l  
p r e f e r e n c e s  were a n a ly z ed  by consumer so c io -eco n o m ic  
f a c t o r s  and u se  a s p e c t s  a s  a t o t a l  o f  a l l  c o n t r o l  f a c t o r s .
SOCIO-ECONOMIC CHARACTERISTICS OF CONSUMERS AND 
ASPECTS OF SWEET POTATO USE
The so c io -e co n o m ic  c h a r a c t e r i s t i c s  and use  c h a r a c t e r i s ­
t i c s  o b ta in e d  t o  c l a s s i f y  s t y l e  o f  cut and v a r i e t y  p r e f e r ­
en ces  a re  a s  fo l lo w s :
1 . Consumer income
2 . R u ra l  o r  u rb an  background 
3• Race
4 . G eo g rap h ica l  r e g io n  where r e a r e d
5* Consumer u se  o f  f r e s h  sweet p o t a t o e s  (use  o r  do
.-not u se )
6 . P r im ary  method o f  p r e p a r a t io n  o f  canned sw eet
p o t a to e s
7 . F requency  o f  u se  o f  canned sw eet p o t a to e s
To c l a s s i f y  b r i x  l e v e l  p r e f e r e n c e ,  o t h e r  f a c t o r s ,  in  
a d d i t i o n  t o  th e  above , were used  as  f o l lo w s :
8 . P o r t i o n  o f  l i q u i d  t h a t  was u sed  in  th e  p r e p a r a t i o n
o f  th e  sam ple p o ta to e s
3
S ty le  o f  c u t  was used t o  c l a s s i f y  v a r i e t y  
p r e f e r e n c e  and v ic e  v e r s a .
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9* Reasons why one can o f  sweet p o t a to e s  was
p r e f e r r e d  o v e r  th e  o t h e r
10 . Method o f  p r e p a r a t i o n  o f  th e  sam ple p o ta to e s
11 . Number o f  s c h o o l  age c h i ld r e n  in  fa m ily
12* Number o f  c h i ld r e n  in  f a m i ly  u n d e r  sch o o l age
No s i g n i f i c a n t  d i f f e r e n c e s  in  consumer c h a r a c t e r i s t i c s  
were found a t  th e  95 p e r  c e n t  c o n f id e n c e  l e v e l  among days 
w i th in  s t o r e s .  The number o f  consumers c l a s s i f i e d  by a l l  
consumer and use c h a r a c t e r i s t i c s  was s i g n i f i c a n t l y  
d i f f e r e n t  among s t o r e s  a t  th e  99 p e r  ce n t  co n f id en ce  l e v e l  
w ith  th e  fo l lo w in g  e x c e p t io n s .  The number o f  consumers by 
"w hether  consumers use  f r e s h  sw eet p o ta to e s "  was n o t  s i g ­
n i f i c a n t  a t  t h e  95 p e r  c e n t  co n f id e n ce  l e v e l .  When 
consumers were c l a s s i f i e d  by p r im a ry  methods o f  p r e p a ra ­
t i o n ,  t h e r e  was a s i g n i f i c a n t  d i f f e r e n c e  in  th e  number o f  
consum ers i n  each  c a te g o ry .  However, when m e th o d -o f-  
p r e p a r a t io n  was d iv id e d  in t o  can d ied  and " a l l  o t h e r , "  
t h e r e  was no s i g n i f i c a n t  d i f f e r e n c e  a t  th e  95 p e r  cen t 
c o n f id e n ce  l e v e l .
Consumer Income^
Consumer incomes v a r ie d  s i g n i f i c a n t l y  among s t o r e s .  
(T ab le  I I ) .  Consumer incomes were d e te rm in ed  by a l lo w in g  
consumers t o  check th e  ran g e  w here in  th e  fa m ily  income 
f e l l .  T h is  te c h n iq u e  was used  in  p r e f e r e n c e  over a sk in g  
th e  p r e c i s e  income l e v e l ,  s in c e  e x a c t  income i s  u s u a l l y  r e ­
g a rd ed  as  c o n f i d e n t i a l  in f o r m a t io n .
** T o ta l  income o f  husband and w ife
TABLE I I
Number and P er Cent o f  Respondents by S to re  and Income Level o f  Family? 
Three Superm arkets, Baton Rouge, L o u is ian a ,  F a l l ,  1959
Income Level S to re
o f  Family 
(D o lla rs ) S to re  A S to re  B S to re  C Total
Number P e r  Cent Number P er Cent Number Per Cent Number P er Cent
0 -2 ,999 16 13.3 11 4.5 14 5.2 41 6.5
3 ,000-4 ,999 26 21.7 42 17.4 30 11.2 98 15 .6
5,000-6 ,999 24 20.0 106 43.8 50 18.7 180 28 .6
7 ,000-8 ,999 17 14.2 60 24.8 58 21.6 135 21 .4
9 , 000-o v e r 36 30.0 15 6 .2 98 36.6 149 23.7
Refused to  g ive 
income 1 0 .6 8 3.3 18 6 .7 27 4 .3
T o ta l 120 100.0 242 100.0 268 100.0 630 100.0
*
T o ta l income o f  husband and w ife
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The model g ro ups  o f  consumers were a s  fo l lo w s :
S to re  A -  #9*000 and o v e r ,  S to re  B -  #5*000 th ro u g h  #6,999* 
S to re  C -  #9,000 and o v e r  and th e  av e rag e  o f  a l l  s t o r e s  -  
#5*000 to  #6,999* Consumers from s t o r e s  A and C had a w id e r  
v a r i a t i o n  o f  incomes th a n  d id  s t o r e  B.
c
Background (R ura l  o r  Urban)
The background o f  consum ers, a s  t o  w hether r e a r e d  in  
a r u r a l  o r  u rban  community, i s  c l a s s i f i e d  by s to r e s *
(T ab le  I I I )
The m a jo r i ty  o f  consum ers sam pled in  s t o r e s  A and C 
were from  an u rb an  background w h ile  t h e  m a jo r i t y  o f  th o s e  
in  s t o r e  B were from a r u r a l  background* The p e r  ce n t  o f  
a l l  consumers from an u rb an  background com prised  54 p e r  
c e n t  o f  th e  sample*
G eo g rap h ica l  Region Where Reared 
G eo g rap h ica l r e g io n  o f  r e a r i n g  was d e te rm in ed  by 
a sk in g  in  what s t a t e  th e  consumer was r e a r e d .  The d i v i s i o n s  
by re g io n  were L o u is ia n a ,  th e  South (e x c lu d in g  L o u i s i a n a ) ,^  
th e  U n ited  S t a t e s  ( e x c lu d in g  th e  South) and n o n -U n ited  
S t a t e s .  (T ab le  IV)
5
Consumers*own I n t e r p r e t a t i o n  o f  r u r a l  o r  u rb an  was
a c c e p te d .
^The South in c lu d e s  T exas, Oklahoma, M i s s i s s i p p i ,  
T en n essee , Alabama, G eo rg ia ,  F l o r i d a ,  North C a ro l in a ,  South  
C a ro l in a  and L o u is ia n a .
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The per cent  o f  consumers from L o u i s i a n a  was as  
f o l l o w s :  S to r e  A -  5 6 . 7  pe r  c e n t .  S to r e  B -  7U,& pe r  cent
and S t o r e  C -  6 2 . 7  per  c e n t .  The per  cent  o f  consumers from 
t h e  South ( e x c l u d i n g  L o u i s i a n a )  was around 20 per  c e n t  f o r  
a l l  s t o r e s .  The pe r  ce nt  o f  consumers from t h e  Uni ted  
S t a t e s  ( e x c l u d i n g  t h e  South)  was 19«2 f o r  s t o r e  A, 5*0 per  
cent  f o r  s t o r e  B and l i * . , 6  per  ce nt  f o r  s t o r e  C. The con­
sumers from s t o r e  b were not  from as wide a g e o g r a p h i c  area  
as t h o s e  from S to r e  A and C.
Race
The r a c e  o f  consumers v a r i e d  s i g n i f i c a n t l y  at  t h e  99 
per ce n t  l e v e l  between s t o r e s .  The per  cent  o f  n o n - w h i t e s  
was 5 . 8  pe r  ce nt  f o r  s t o r e  A, 1 . 2  pe r  cent  f o r  s t o r e  B and 
^ . 8  per cent  f o r  s t o r e  0 .  (Table  V) The n o n - w h i t e s  were 
a l l  7ep.ro e x c e p t  on e .
Consumer IJse o f  Fresh  S w e e t  P o t a t o e s  
Answers t o  the  q u e s t ' o n  " f o e s  consumer use  f r e s h  sweet  
po^ a^oes . ■* ’ !d n o t  vary s i g n i f i c a n t l y  between s t o r e s .  Be­
tween HO and 8 5  per  ce nt  o f  consumers did u s e  f r e s h  sweet  
p o t a t o e s .  (Table  VI)
Primary P r e p a r a t i o n  Method 
The primary methods o f  p r e p a r a t i o n  which consumers used  
t o  pre p ar e  c a n n e d  sweet  p o t a t o e s  were c a n d i e d ,  mashed f o r  
c a s s e r o l e ,  h ea t  and s e r v e ,  and a l l  o t h e r s .  (Table  VTI) "Al l  
o t h e r s "  i n c l u d e d  o n l y  6 . 3  per  cent  o f  a l l  consumers .  There  
wflis c s i g n i f i c a n t  d i f f e r e n c e  among s t o r e s  in t h e  primary
TABLE III
Number and Per Cent of Respondents by Store and Background (Rural or Urban),
Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
Background S tore
o f  Consumer S to re  A Store B S tore C T o ta l
Number Per Cent Number Per Cent Number P er Cent Number P er Cent
R ural 50 41.7 136 56.2 101 37.7 287 45*6
Urban 70 56.3 103 42.6 167 62.3 340 54.0
Not ob ta ined  0 0 .0  3 1 .2  0 0 .0  3 0 .5
T o ta l 120 100.0  242 100.0  268 100.0 630 100.0
TABLE IV
Number and Per Cent of Respondents by Store and Geographical Region of Rear­
ing, Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
Geographical S to re
Region Store  A Store B Store C T ota l
Number Per Cent Number P er Cent Number P er Cent Number Per Cent
L ouisiana 68 56.7 181 74.8 168 62.7 417 66.2
South(Excluding 
Louisiana) 24 20.0 46 19.0 56 20.9 126 20.0
U nited S ta te s  
(Excluding 
South) 23 19.2 12 5.0 39 14.6 74 11.7
Non-United
S ta te s 2 4 .2 0 0 .0 5 1 .9 10 1 .6
No answer 0 0 .0 3 1 .2 0 0 .0 3 0 .5
T o ta l 120 100.0 242 100.0 268 100.0 630 100.0
TABLE V
Number and Per Cent o f  Respondents by S tore  and Race, Three Supermarkets,
Baton Rouge, L o u is ian a , F a l l ,  1959
Race
Store
S tore  A Store  B Store C T o ta l
Number Per Cent Number Per Cent Number Per Cent Number Per Cent
White 113 94.2 239 98.6 247 92.2 599 95.1
Non-white* 7 5.8 3 1.2 21 7.8 31 5-0
*
All Negro except one
TABLE VI
Number and Per Cent of Respondents by Store and Whether or Not Fresh Sweet
Potatoes are Used, Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
Does consumer
use  f r e s h  
sweet p o ta to e s S to re  A S to re B S tore C T o ta l
Number P er Cent Number P e r  Cent Number Per Cent Number P er Cent
Yes 98 81.7 200 82.6 238 88.8 536 85.1
No 21 17.5 37 15.3 29 10.8 87 13.8
No answer 1 0 .8 5 2 .1 1 0 .4 7 1 .1
T o ta l 120 100.0  242 100.0  268 100.0 630 100.0
TABLE V II
Number and Per Cent of Respondents by Store and Method of Preparation of
Canned Sweet Potatoesp Three Supermarkets* Baton Rouge* Louisiana* Fall* 1959
Method o f S tore
P rep a ra tio n  
o f  Canned Store A Store B Store  C Total
Sweet
P o ta to es Number Per Cent Number Per Cent Number Per Cent Number Per Cent
Candied 61 62.2 153 74.6 169 71.6 383 71.2
Mashed fo r  
C asserole 18 18.4 17 8.3 33 14.0 68 12.6
Heat and serve* 14 14.3 22 10.7 17 7.2 53 9.9
Other 5 5.1 13 6.3 17 7.2 34 6.3
T o ta l 98 100.0 205 100.0 236 100.0 538 100.0
Candied 61 62.2 153 74.6 169 71.6 383 71.2
All o thers** 37 37.8 52 25.4 66 28.4 155 28.8
T ota l 98 100.0 205 100.0 236 100.0 538 100.0
^Pineapple and /o r Orange pee l sometimes added 
♦♦Mashed f o r  cassero le*  hea t and serve  and o th e r
u
method o f  p r e p a r a t i o n  by consum ers .  ' !ovever ,  when t h e  method 
o f  p r e p a r a t i o n  was d i v i d e d  i n t o  ca n d ied  and " a l l  o t h e r s "  
t h e r e  was no s Jg n i f  '* cant  d i f f e r e n c e  a t  th e  95 p e r  c e n t  con­
f i d e n c e  l e v e l  among s t o r e s .  {Table  VII)  Candying was th e  
prim ary method o f  p r e p a r a t i o n  o f  7 1 .2  p er  cen t  o f  a l l  con­
sumers .
Frequency Lse o f  Canned Eweet P o t a t o e s  
Frequency o f  u se  i s  c l a s s i f i e d  as  n e v e r  u s e ,  use  
maximum o f  once m o n th ly ,  u se  t w i c e  m onthly  t o  once  in two 
months and t w i c e  y e a r l y  or  l e s s  -  but s t i l l  u s e ,  (T ab le  
V III )  Consumers in  s t o r e  3 who u sed  canned sw ee t  p o t a t o e s  
a minimum o f  once  monthly  made up 2 7 ."  p er  ce n t  o f  th e  
consumers in  t h a t  s t o r e  v-hile  t h i s  group c o n s t i t u t e d  o n ly  
1 7 . 5  in  s t o r e  A and 1 3 .7  per  c e n t  in  s t o r e  C. The con­
sumers in  s t o r e  B who used  earned sw ee t  p o t a t o e s  t w i c e  
y e a r l y  or  l e s s  com prised  o n ly  o . 7  per c e n t  o f  the s t o r e
t o t a l  in c o n t r a s t  t o  2 1 . 7  per cent  in s t o r e  a and 2 2 . 0  p er
c e n t  in s t o r e  C.
CCNSUIIER Pr EFF:.T;:CE FOF VARIETY 
Consumers* p r e f e r e n c e s  f u r  v a r i e t i e s  v.ere f i r s t  
c l a s s i f i e d  and a n a ly z e d  by th e  c o n t r o l  v a r i a b l e s  -  s t o r e s ,  
nays  and s t y l e s  o f  c u t .  Tnen, the p r e f e r e n c e s  were c l a s s i ­
f i e d  and a n a ly z e d  w i t h i n  s e l e c t e d  c o n t r o l  f a c t o r s  by s o c i o ­
econom ic  c h a r a c t e r i s t i c s  o f  consumers and f a c t o r s  a s s o ­
c i a t e d  w i th  th e  u se  o f  s v e e t  p o t a t o e s .  A l l  "no p r e f e r e n c e "
TABLE VIII
Number and Per Cent of Respondents by Store and Frequency of Use of Canned
Street Potatoes, Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
Frequency of 
use  o f  canned 
Sweet
S tore
S to re  A S tore  B Store C T ota l
P o ta to es
Number Per Cent Number Per Cent Number Per Cent Number Per Cent
Never Use 20 16.7 37 15*3 31 11.6 88 14.0
Minimum o f 
once monthly 21 17.5 67 27.7 49 18.3 137 21.7
Twice monthly 
to  once in  
two months 53 44.2 117 48.3 129 48.1 299 47.5
Twice y ea r ly  
o r  l e s s  ( s t i l l  
use) 26 21.7 21 8 .7 59 22.0 106 16.8
T o ta l 120 100.0 242 100.0 268 100.0 630 100.0
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answers were d i s t r i b u t e d  e q u a l ly  among each o f  th e  t h r e e  
v a r i e t i e s *  This was done f o r  two re a s o n s :  (1) o n ly  a
sm a ll  p ro p o r t io n  o f  consumers gave "no p re fe re n c e "  a s  an 
answer and ( 2 ) consum ers# in d i f f e r e n c e  a s  to  p re fe re n c e  
and consumers* i n a b i l i t y  t o  d i s t i n g u i s h  among v a r i e t i e s  
could  no t be sep a ra ted *  Consumer p r e f e r e n c e s  f o r  v a r i e t y  
by days and s t y l e s  o f  cu t  a re  shown in  T ab les XX, X, XI and 
XII f o r  th e  th r e e  s t o r e s  and s t o r e  t o t a l s ,  r e s p e c t i v e l y .
S ince  th e r e  were two d eg rees  o f  freedom in  t e s t i n g  p r e f ­
e re n c e s  among th e  t h r e e  v a r i e t i e s ,  two n o n -o r th o g o n a l  com­
p a r is o n s  were made. O r th o g o n a li ty  has been d e f in e d  as  
t h a t  p ro p e r ty  o f  th e  d e s ig n  which e n su re s  t h a t  th e  d i f f e r e n t  
c la s s e s  o f  e f f e c t s ,  t o  which th e  ex p e r im e n ta l  m a te r i a l  i s  
s u b j e c t ,  s h a l l  be capab le  o f  d i r e c t  and s e p a ra te  e s t im a t io n  
w ith o u t any e n t a n g l e m e n t A l l  p o s s ib le  com parisons could  
no t be made due t o  la c k  o f  d eg rees  o f  freedom* T h e re fo re ,  
th e  com parisons t h a t  were made a re  term ed n o n -o r th o g o n a l  
comparisons*
One s e t  o f  com parisons t h a t  were made were L o u is ia n a -  
180 and Goldrush (combined) v e rsu s  P u e r to  R ican . The hypothe­
s iz e d  expec ted  p ro p o r t io n s  were tw o - th i r d s  and o n e - th i r d  o f  
th e  p r e f e r e n c e s ,  r e s p e c t i v e l y .  A second s e t  o f  comparisons 
t h a t  were made in c lu d e d  L o u is ian a -1 8 0  v e rsu s  G oldrush .
7
B ennett A. Dominick, J r . ,  Methods o f  R esearch  in  
M arketing* (Department o f  A g r ic u l tu r a l  Economics, P aper 
Number I t h a c a ,  New York : C o rn e l l  U n iv e r s i ty ,  1952),
p • 60.
TABLE IX
Consumers* Preferences for Variety of Canned Sweet Potatoes by Days and Styles
of Cut - Store A9 Baton Rouge, Louisiana, Fall, 1959
S ty le s  o f  Cut
Day
Whole Whole/Cut Cut T o ta l
V a r ie t ie s* V a r ie t ie s V a r ie t ie s V a r ie t ie s
1-180 GR PR L-180 GR PR L-180 GR PR L-180 GR PR
Number o f  Consumers P re f  e r r in g * *
Mon. 10.00 8.00 0 .00 6.00 12.00 0 .00 15.67 1.67 0 .67 31.67 21.67 0 .67
Tues . 1.00 14.00 0 .00 1.00 14.00 0.00 2.00 13.00 0 .00 4.00 41.00 0 .00
Wed. 1.50 12.50 1.00 10.00 4.00 1.00 6.00 3.00 6.00 17.50 19.40 8.00
Thur . 6.50 11.50 0 .00 2.00 16.00 0 .00 9.33 6.33 2.33 17.83 33.83 2.33
F r i . 3.33 18.33 0.33 12.00 9 .00 1.00 12.00 9.00 1.00 27.33 36.33 2.33
S a t . 16.00 14.00 2.00 20.33 9.33 2.33 11.33 15.33 5.33 47.67 38.67 9 .67
To­
t a l 38.33 78.33 3.33 51.33 64.33 4.33 56.33 48.33 15.33 146.00 191.00 23.00
♦L-180 * L ouisiana 180 GR = Goldrush PR = Puerto  Rican
♦♦Fractions a re  due to  a l l  "no p re fe re n ce"  answers being d i s t r i b u te d  eq u a lly  
among th e  th re e  v a r i e t i e s
TABLE X
Consumers* Preferences for Variety of Canned Sweet Potatoes by Days and Styles
of Cut - Store B, Baton Rouge, Louisiana, Fall, 1959
S ty le s  o f  Cut
Whole Whole/Cut Cut Total
V a r ie t ie s* V a r ie t ie s V a r ie t ie s V a r ie t ie s
L-180 GR PR L-180 GR PR L-180 GR PR L-180 GR PR
Number o f  Consumers P re fe rr in g * *
Mon. 27.00 9.00 0 .00 19.00 13.00 4.00 8.00 27.00 1.00 54.00 49.00 5.00
Tues. 10.00 12.00 4.00 3.67 16.67 5.67 8 .67 14.67 2.67 22.34 43.34 12.34
Wed. 15.00 16.00 0 .00 6.67 10.67 13-67 13.33 9.33 8.33 35.00 36.00 22.00
Thurs. 5.00 27.00 3.00 6.33 27.33 1.33 10.67 16.67 7.67 22.00 71.00 12.00
F r i . 53.00 7.00 8.00 19.67 45.67 2.67 11.00 52.00 5.00 83.67 104.67 15-67
S a t . 16.50 27.50 2.00 33.33 3.33 9.33 4.33 35.33 6.33 54.17 66.17 17.67
T otal 126.50 98.50 17.00 88.67 116.67 36.67 56.00 155.00 31.00 271.17 370.17 84.67
*L-180 -  Louisiana 180 GR = Goldrush PR = Puerto  Rican
F ra c tio n s  a re  due to  a l l  "no p re fe ren ce"  answers being d i s t r ib u te d  eq u a lly  




Consumers* Preferences for Variety of Canned Sweet Potatoes by Days and Styles
of Cut - Store C, Baton Rouge, Louisiana, Fall, 1959
S ty le  o f Cut
Whole Whole/Cut Cut T otal
Day V a r ie t ie s * V a r ie t ie s V a r ie t ie s V a r ie t ie s
L-180 GR PR L-180 GR PR L-180 GR PR L-180 GR PR
Number o f Consumers P re fe rr in g * *
Mon. 17.50 18.00 2.50 1.00  21.00  16.00 7 .00 28.00 3.00 25.50 67.00 21.50
Tues. 19.00 18.00 0 .00 12.00  24-00 1.00 32.00 2.00 3.00 63-00 44.00 4.00
Wed* 25.00 9.00 1.00 3.00  17-00  15.00 25.00 5.00 5.00 53.00 31.00  21.00
Thurs . 9.00 38.00 2.00 6.00  35.00  8.00 20.00 24*00 5.00 35.00 97.00 15.00
F r i . >0 .00 19-00 4.00 15.00  27.00 11.00 28.00 22.00 3.00 73.00 68.00 18.00
S a t . 20.00 34.00 2.00 9.50 46.50 0 .00 9.00 39.00 8.00 38.50 119.50 10.00
T otal 120.50  136.00 11.50 46.50 170.50 51.00 121.00 120.00 27.00 288.00 426.50 89.50
*L-180 * L ouis iana  ISO GR = Goldrush PR -  P uerto  Rican
^ F r a c t i o n s  a re  due t o  a l l  "no p re fe re n c e "  answers being d i s t r i b u te d  eq u a lly  
among th e  th r e e  v a r ie ie e s
-r-o
TABLE X II
Consumers' Preferences for Variety of Canned Sweet Potatoes by Stores and
Styles of Cut, Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
S ty le  o f  Cut
Whole Vhole/Cut Cut T o ta l
V a r ie t ie s * V a r ie t ie s  V a r ie t ie s V a r ie t ie s
L-180 GR PR L-180 GR PR L-180 GR PR L-180 GR PR
Number o f  Consumers P re fe rr in g * *
S to re
A 38.33 78.33 3.33 51.33 64.33 4.33 56.33 48.33 15.33 146.00 191.00 23.00
S tore
B 126.50 98.50 17.00 88.67 116.67 36.67 56.00 155.00 31.00 271.17 370.17 84.67
S to re
C 120.50 136.00 11.50 46.50 170.50 51.00 121.00 120.00 27.00 288.00 426.50 89.50
T o ta l
a l l  285*33 312.S3 
s to r e s
31.83 186.50 351.50 92.00 233.33 323.33 73.33 705.17 987.67 197.17
♦L-180 = L ouisiana  GR = Goldrush PR * Puerto  Rican
F ra c tio n s  a re  due to  a l l  "no p re fe re n ce"  answers being d i s t r i b u te d  e q u a lly  
among th e  th r e e  v a r i e t i e s
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The h y p o th e s iz e d  e x p e c te d  p r o p o r t i o n s  were o n e - h a l f  o f  t h e  
p r e f e r e n c e s  f o r  e ach  v a r i e t y .
The e f f e c t s  o f  d a y s ,  s t o r e s  and s t y l e s  o f  c u t  on con­
sumer p r e f e r e n c e s  f o r  v a r i e t y  were t e s t e d  by t h e  u se  o f  
i n t e r a c t i o n  ch i  s q u a r e .  I n t e r a c t i o n  ch i  s q u a re  v a lu e s  be ­
tw een s t o r e s  and v a r i e t y  p r e f e r e n c e s  a r e  shown i n  Appendix, 
Tab le  4 .  I n t e r a c t i o n  ch i  s q u a re  v a lu e s  betw een days  and 
v a r i e t y  p r e f e r e n c e s  a re  shown in  A ppendix , Tab le  5* I n t e r ­
a c t i o n  c h i  s q u a re  v a lu e s  betw een s t y l e s  o f  cu t  and v a r i e t y  
p r e f e r e n c e s  a r e  shown in  A ppendix, T ab le  6 .
Comparison o f  L o u is ia n a -1 8 0 ,  G o ld rush  and P u e r to  R ican
To o b t a i n  s t o r e ,  day and s t y l e  o f  c u t  e f f e c t  on con­
sumers* p r e f e r e n c e s ,  i n t e r a c t i o n  c h i  s q u a re  v a lu e s  were 
computed betw een  each  o f  t h e s e  f a c t o r s  and s t y l e  o f  cu t 
p r e f e r e n c e s .
S to r e  E f f e c t  I n t e r a c t i o n  betw een s t o r e s  and v a r i e t y  
p r e f e r e n c e s  was s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  l e v e l  o f  
c o n f id e n c e  f o r  a l l  s t y l e s  o f  c u t .  (Appendix, Tab le  4) 
However, a s  a t o t a l  o f  a l l  s t y l e s  t h i s  i n t e r a c t i o n  was n o t  
s i g n i f i c a n t  a t  t h e  95 p s r  c e n t  c o n f id e n c e  l e v e l .
Day E f f e c t  I n t e r a c t i o n  between days  and v a r i e t y  p r e f e r e n c e s  
was s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  c o n f id e n c e  l e v e l  w i th in  
a l l  v a r i e t i e s  w i th in  s t o r e s  and a s  a t o t a l  o f  v a r i e t i e s  
w i th in  s t o r e s .  (A ppendix , T ab le  5)
S tv le  o f  Cut E f f e c t  I n t e r a c t i o n  between s t y l e s  o f  cu t  and 
v a r i e t y  p r e f e r e n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  c e n t
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co n f id en ce  l e v e l  f o r  t h r e e  days i n  s t o r e  A, a l l  days  in  
s t o r e  B and f o u r  days in  s t o r e  C. (Appendix, Table 6) T h is  
i n t e r a c t i o n  was s i g n i f i c a n t  a t  t h e  95 p e r  ce n t  l e v e l  f o r  
one day in  s t o r e  A, two in  s t o r e  C and n o t  s i g n i f i c a n t  a t  
t h e  95 p e r  c e n t  l e v e l  f o r  two days in  s t o r e  A. T h is  
i n t e r a c t i o n  was s i g n i f i c a n t  a t  t h e  99 p e r  ce n t  l e v e l  f o r  
a l l  s t o r e s  and as  a t o t a l  o f  a l l  s t o r e s .
Comparison o f  L o u is ia n a -1 6 0  and G oldrush (Combined)
V ersus P u e r to  R ican
Comparisons betw een L o u is ia n a -1 6 0  and G oldrush 
( com bined)and P u e r to  R ican  canned sw eet p o t a t o e s  were made 
t o  d e te rm in e  where t h e  d i f f e r e n c e s  o c c u r re d .
S to re  E f f e c t  I n t e r a c t i o n  between s t o r e s  and v a r i e t y  
p r e f e r e n c e s  was s i g n i f i c a n t  a t  th e  95 p e r  ce n t  co n f id en ce  
l e v e l  f o r  th e  w h o le /c u t  s t y l e .  (Appendix, Table  4) For 
t h e  two o th e r  s t y l e s  and as  a t o t a l  o f  s t y l e s  i n t e r a c t i o n  
was n o t  s i g n i f i c a n t  a t  t h e  95 p e r  cen t l e v e l .
Day E f f e c t  I n t e r a c t i o n  between days and v a r i e t y  p r e f e r e n c e s  
was s i g n i f i c a n t  a t  th e  99 p e r  ce n t  co n f id e n c e  l e v e l  f o r  
w h o le /c u t  i n  s t o r e s  B and C. (A ppendix, Table 5) For th e  
two o t h e r  s t y l e s ,  w i th in  s t o r e s  and a s  a t o t a l  o f  each 
s t o r e ,  i n t e r a t i o n  ch i sq u a re  was n o t s i g n i f i c a n t  a t  th e  95 
p e r  ce n t  l e v e l .
S tv le  o f  Cut E f f e c t  I n t e r a c t i o n  between s t y l e s  o f  cu t  and 
v a r i e t y  p r e f e r e n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  c e n t  con­
f id e n c e  l e v e l  f o r  one day in  s t o r e  B, two days in  s t o r e  C,
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f o r  t o t a l s  o f  s t o r e  C and f o r  t o t a l s  o f  a l l  s t o r e s .  
(A ppend ix , T ab le  6)
Com parison o f  L o u ls la n a -1 6 0  V ersus  G o ld rush  
C om parisons betw een  L o u is ia n a —180 and G o ld rush  were 
made t o  d e te rm in e  where d i f f e r e n c e s  o c c u r r e d .  P r e f e r e n c e s  
f o r  P u e r to  R ican  were o m i t t e d .
S to r e  E f f e c t  I n t e r a c t i o n  betw een  s t o r e s  and v a r i e t y  
p r e f e r e n c e s  were s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  c o n f id e n c e  
l e v e l  f o r  a l l  s t y l e s  o f  c u t ,  b u t a s  a t o t a l  o f  a l l  s t y l e s
o f  c u t  t h i s  i n t e r a c t i o n  was n o t  s i g n i f i c a n t  a t  th e  95 p e r
c e n t  l e v e l .  (A ppend ix , T ab le  4)
Dav E f f e c t  I n t e r a c t i o n  betw een days and v a r i e t y  p r e f e r e n c e s  
was s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  c o n f id e n c e  l e v e l  f o r  a l l  
s t y l e s  o f  c u t  e x c e p t  w h o le /c u t  in  s t o r e  C. (A ppendix ,
T ab le  5) T h is  i n t e r a c t i o n  was s i g n i f i c a n t  a t  t h e  99 p e r  
c e n t  l e v e l  a s  a t o t a l  o f  s t y l e s  o f  c u t  f o r  s t o r e s  A and C. 
F o r s t o r e  B t h i s  i n t e r a c t i o n  was n o t  s i g n i f i c a n t  a t  t h e  95 
p e r  c e n t  l e v e l .
S t y l e  o f  Cut E f f e c t  I n t e r a c t i o n  between s t y l e s  o f  c u t  and 
v a r i e t y  p r e f e r e n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  c e n t  con­
f i d e n c e  l e v e l  f o r  f o u r  days in  s t o r e  A, f o u r  d ays  i n  s t o r e  
B and f i v e  days  in  s t o r e  C. (A ppendix , Tab le  6) For th e  
o t h e r  d a y s ,  t h i s  e f f e c t  was n o t  s i g n i f i c a n t  a t  t h e  95 p e r
c e n t  l e v e l .  As a  t o t a l  o f  a l l  d a y s ,  t h i s  i n t e r a c t i o n  was
s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  c o n f id e n c e  l e v e l  f o r  each  o f  
th e  s t o r e s  and a s  a t o t a l  o f  a l l  s t o r e s .
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E f f e c t s  o f  S e le c te d  F a c to r s  on V a r ie ty  P re f e r e n c e s  
The e f f e c t  o f  consumer c h a r a c t e r i s t i c s  and th e  c h a ra c ­
t e r i s t i c s  o f  use  o f  sw eet p o ta to e s  on consumer p r e f e r e n c e s  
f o r  v a r i e t i e s  were each  t e s t e d  by i n t e r a c t i o n  c h i  square*  
T h is  i n t e r a c t i o n  was c a l c u l a t e d  w i th in  s t y l e s  o f  c u t  w i th in  
s t o r e s  (a s  a t o t a l  o f  d a y s ) ,  between each  o f  t h e s e  f a c t o r s  
and v a r i e t y  p re fe re n c e s *  No s i g n i f i c a n t  i n t e r a c t i o n  was 
found a t  th e  95 p e r  cen t co n f id e n c e  l e v e l  f o r  any o f  th e  
c h a r a c t e r i s t i c s .  T h e re fo re ,  c l a s s i f i c a t i o n s  o f  p r e f e r e n c e s  
by th o s e  f a c t o r s  a re  n o t  shown.
g
Consumers* P re f e r e n c e s  f o r  V a r i e t i e s  
B efo re  any c o n c lu s io n s  a re  made co n ce rn in g  p r e f e r e n c e s  
f o r  v a r i e t i e s ,  consumer p r e f e r e n c e s  by s t o r e s ,  days and 
s t y l e s  o f  cu t  a r e  g iven* In s t o r e  A as a t o t a l  o f  d ay s , 
f o r  whole and w h o le /c u t  s t y l e s  o f  cu t  and a s  a t o t a l  o f  
a l l  s t y l e s  o f  c u t ,  consumers p r e f e r r e d  G o ld rush , L o u is ia n a -  
180 and P u e r to  R ican , in  t h a t  o r d e r .  (Table IX) However, 
f o r  cu t  p o t a t o e s ,  L o u is ia n a -1 8 0 ,  was f i r s t ,  w i th  Goldrush 
and P u e r to  R ican b e in g  p r e f e r r e d  in  t h a t  o r d e r .  For f o u r  
d a y s ,  a s  an av e rag e  o f  s t y l e s  o f  c u t ,  G oldrush  was p r e f e r r e d  
o v e r  L o u is ia n a -1 8 0 .  For th e  o th e r  two days L o u is ian a -1 8 0  
was p r e f e r r e d  o v e r  G old rush . P u e r to  R ican p r e f e r e n c e s  were 
l a s t  f o r  each  o f  th e s e  c a t e g o r i e s .
g
These p r e f e r e n c e s  a re  no t t o  be i n t e r p r e t e d  as  
s i g n i f i c a n t  a t  any p a r t i c u l a r  co n f id e n c e  l e v e l  o f  
p r o b a b i l i t y .
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In  s t o r e  B, f o r  whole p o t a t o e s ,  L o u is ia n a -1 8 0  was 
p r e f e r r e d  o v e r  G o ld rush . (T ab le  X) For w h o le /c u t  and c u t  
s t y l e s ,  G oldrush  was p r e f e r r e d  o v e r  L o u is ia n a -1 8 0 .  As a 
t o t a l  o f  a l l  s t y l e s  o f  c u t ,  G oldrush  was p r e f e r r e d  o v e r  
L o u is ia n a -1 8 0 .  L o u is ia n a -1 8 0  was p r e f e r r e d  o v e r  G oldrush  
in  o n ly  one day . P u e r to  R ican was l e a s t  p r e f e r r e d  i n  a l l  
o f  th e s e  c a t e g o r i e s .
In  s t o r e  C, G oldrush  was p r e f e r r e d  o v e r  L o u is ia n a -1 8 0  
f o r  whole and w h o le /c u t .  (T ab le  XI) There was no 
p r e f e r e n c e  between th e s e  two v a r i e t i e s  f o r  cu t  sw eet 
p o t a t o e s .  For h a l f  o f  th e  d a y s ,  G oldrush  was p r e f e r r e d  
o v e r  L o u is ia n a -1 8 0  and v ic e  v e r s a .  As a t o t a l  o f  s t y l e s  o f  
c u t ,  G old rush  was more p r e f e r r e d  th a n  L o u is ia n a -1 8 0 .  P u e r to  
R ican was l e a s t  p r e f e r r e d  in  a l l  o f  th e s e  c a t e g o r i e s .
As a t o t a l  o f  a l l  d ay s ,  s t o r e s  and s t y l e s  o f  c u t ,  
G o ld ru sh , L o u is ia n a -1 8 0  and P u e r to  R ican v a r i e t i e s  were 
p r e f e r r e d  in  t h a t  o r d e r .  (T ab le  XI) As a t o t a l  o f  days and 
s t o r e s ,  G oldrush  was p r e f e r r e d  f o r  each  s t y l e  o v e r  L o u is ia n a -  
180 and P u e r to  R ican . P r e f e r e n c e s  f o r  P u e r to  R ican  were 
l e a s t  in  each  o f  t h e s e  c a t e g o r i e s .
CONSUMER PREFERENCE FOR STYLE OF CUT 
Consumers* p r e f e r e n c e s  f o r  s t y l e s  o f  cu t were f i r s t  
c l a s s i f i e d  and a n a ly s e d  by th e  c o n t r o l  v a r i a b l e s — s t o r e s ,  
days and s t y l e s  o f  c u t .  The p r e f e r e n c e s  were th e n  c l a s s i ­
f i e d  and a n a ly z e d  w i th in  s e l e c t e d  c o n t r o l  f a c t o r s  by s o c io ­
economic c h a r a c t e r i s t i c s  o f  consum ers and f a c t o r s  a s s o c i a t e d
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w ith  th e  uae o f  sweet p o ta to e s *  A ll "no p r e f e r e n c e "  
answ ers were d i s t r i b u t e d  e q u a l ly  among each  o f  t h e  t h r e e  
v a r i e t i e s ,  a s  were v a r i e ty  p re fe re n c e s *  Consumer p r e f e r ­
en ces  f o r  s t y l e  o f  cu t  by days and v a r i e t i e s  a r e  shown in  
T ab les  X I I I ,  XIV, XV, and XVI f o r  th e  t h r e e  s t o r e s  and 
s to r e  t o t a l s ,  r e s p e c t i v e l y .
S ince  t h e r e  were two d e g re e s  o f  freedom in  t e s t i n g  
p r e f e r e n c e s  among th e  s t y l e s  o f  c u t ,  two a d d i t i o n a l  com­
p a r is o n s  could  be made between two s e t s  o f  s e l e c te d  s t y l e s  
o f  c u t .  The n o n -o r th o g o n a l  com parisons t h a t  were s e l e c t e d  
were between whole and w h o le /cu t  p r e f e r e n c e s  and between 
w h o le /cu t  and cu t p r e f e r e n c e s .  The n a tu r e  o f  th e s e  com­
p a r is o n s  a re  t h e  same a s  e x p la in e d  under consumer 
p re fe re n c e  f o r  v a r i e t y .
The e f f e c t s  o f  d ay s , s t o r e s  and v a r i e t i e s  on consumer 
p r e f e r e n c e s  were t e s t e d  by th e  use  o f i n t e r a c t i o n  ch i 
s q u a re .  These v a lu e s  were f i r s t  computed among p r e f e r e n c e s  
f o r  th e  t h r e e  s t y l e s  o f c u t .  S econd ly , com parisons were 
made between whole and w h o le /c u t  p r e f e r e n c e s .  F i n a l l y ,  
com parisons were made between p r e f e r e n c e s  f o r  w h o le /cu t  
and cu t s t y l e s  o f  canned sw eet p o t a to e s .
I n t e r a c t i o n  ch i sq u a re  v a lu e s  between s t o r e s  and 
v a r i e ty  p r e f e r e n c e s  a re  shown in  Appendix, Table 7 . I n t e r ­
a c t io n  ch i sq u are  v a lu e s  between days and v a r i e t y  p r e f e r e n c e s  
a re  shown in  Appendix, Table 8 .  I n t e r a c t i o n  ch i sq u are  
v a lu e s  between s t y l e s  of cu t  and v a r i e ty  p r e f e r e n c e s  a re  
shown in  Appendix, Table 9 .
TABLE XIII
Consumers* Preferences for Style of Cut of Canned Sweet Potatoes by Days and
Varieties - Store A, Baton Rouge, Louisiana, Fall, 1959
Day V arie ty
Louisiana--ISO Goldrush Puerto  Rican T ota l
S ty l es of Cut S ty le s  o f Cut S ty le s  o f  1Cut _ S ty l es o f  Cut
Whole w/c* Cut Whole W/C Cut Whole W/C Cut Whole W/C _ __ Cut
Number o f  Consumers P re fe r r in g *♦
J4on. H .0 0 5.00 1.00 7.S3 7.83 2.33 4.67 11.67 1.67 26.50 22.50 5.00
Tues. 10.00 5.00 0 .00 14.00 1.00  0.00 12.00  1.00 2.00 36.00 7.00 2.00
Wed. 15.00 0 .00 0 .00 15.00 0.00  0.00 7.00  8.00 0.00 37.00 6,00 0 .00
Thurs. 17.00 1.00 0.00 13.33 3.33 1.33 9.33 5.33 3.33 39.67 9.67 4.67
F r i . 19.00 2.00 1.00 17.83 1.83 2.33 19.67 .67 1.67 56.50 4.50 5.00
S a t . 29.00 3.00 o .ou 21.00 11.00  0 .00 25.67 5.67 0.67 75.67 19.67 0 .67
Total 104.00 14.00 2.00 89.00 25.00  6.00 76.33 32.33 9.33 271.33 71.33 17.33
$
50 p e r  cent whole and 50 p e r  cent cut
♦♦Fractions are  due to  a l l  "no p re fe re n c e "  answers being d i s t r i b u te d  eq u a lly  
among th e  th r e e  v a r ie t ie s #
TABLE XIV
Consumers* Preferences for Style of Cut of Canned Sweet Potatoes by Days
and Varieties - Store B, Baton Rouge, Louisiana, Fall, 1959
V a r ie t ie s
Louisiana-160 Goldrush P uerto  Rican Total
S ty le s  o f Cut S ty le s  of Cut S ty le s  o f  Cut S ty le s  o f  Cut
Whole W /c *  Cut Whole W /c  Cut Whole W /C  Cut Whole W /c  Cut
Number o f Consumers P re fe r r in g
Mon. 27.33 7.33 1.33 30.33 5.33 0.33 29.00 65.63 4.00 66.67 15.67 5-67
Tues. 19-00 5.00 2.00 17.00 6.00 1.00 13-33 12.33 0.33 49.33 25.33 3-33
Wed. 24.00 7.00 0 .00 26.00 3-00 0.00 7.33 16.33 5.33 59.33 28.33 5.33
Thur. 35-00 0 .00 0.00 30.00 5.00 0 .00 25.33 5-33 4.33 90.33 10.33 4-33
F r i . 66.00 1.00 1.00 25.63 37.33 4.33 33*33 29-33 5.33 125.17 68.17 10.67
S a t . 44.00 1.00 1.00 40.00 6.00 0.00 26.50 17.50 2.00 110.50 24.50 3-00
To­
t a l 215.33 21.33 5-33 171.17 65.17 5.67 134.63 65.63 21.33 521.33 172.33 32.33
*
50 p e r  cent whole and 50 p e r  cent cut
**F rac tions  a re  due to  a l l  "no p re fe re n ce"  answers being d i s t r i b u te d  eq u a lly  among 
th e  th re e  v a r i e t i e s
TABLE XV
Consumers* Preferences for Style of Cut of Canned Sweet Potatoes by Days
and Varieties - Store C, Baton Rouge, Louisiana, Fall, 1959
V a r ie t i e s
Louisiana*-lbO Goldrush P u erto  Rican T o ta l
9ay S ty le s  o f  Cut S ty le s  o f  Cut S ty le s  o f  Cut S ty le s  o f  Cut
'•'•'hole w/c* Cut Whole v /c Cut Whole W/C Cut Whole w/c Cut
Number o f Consumers P r e f e r r in g
mo n • 21.00 16.00 1 .00 22.00 9.00 7.00 11.00  25.00  2.00 5 4 .OU 50.00 10.00
Tues. 27.00 2.00 o.OO 27.00 3.00 7.00 17.00 19.00 1 .00 71.00 24.00 16.00
Wed. 32.00 3.0U 0 .0 0 31.00 3.00 1 .00 27.00 6 .00  0 .0 0 90.00 14.00 1 .00
Thur. 42.00 4.00 2 .00 40.00 6 .00 3.00 37.00  10.00  2.00 109.00 21.00 7 .00
F r i . 4o .00 1 .00 4.00 27.00 6 .00 20.00 46.00  2.00  3.00 123.00 9 .00 27.00
S a t . 4o.33 7.33 0 .33 50.00 2 .00 4.00 40.00 6.00  0 .00 148.33 14.33 4.33
To­
t a l 21o.33 34.33 15.33 197.00 29.00 42.00 190.00 70.00 6 .00 605.33 133.33 65.33
*
50 p er  c e n t  whole and 50 per c e n t  cut
F r a c t io n s  are  due to  a l l  "no p r e fe r e n c e s "  answ ers b e in g  d i s t r i b u t e d  e q u a l ly  
among th e  t h r e e  v a r i e t i e s
TABLE XVI
Consumers* Preferences for Style of Cut of Canned Sweet Potatoes by Stores
and Varieties, Three Supermarkets, Baton Rouge, Louisiana, Fall, 1959
V arie ty
Louisiana-160 Goldrush P uerto  Rican T ota l
S to re s S ty le s  o f  Cut S ty le s  o f  Cut S ty le s  o f  Cut S ty le s  o f  Cut
Whole W/c* Cut Whole W/c Cut Whole W/C Cut Whole W/C Cut
dumber o f  Consumers P re fe r r in g
S to re
A 104.00 14.00 2.00 89.00 25.00 6.00 76.33 32.33 9.33 271.33 71.33 17.33
S to re
B 215.33 21.33 3.33 171.17 65.17 5.67 134.83 85.83 21.33 521.33 172.33 32.33
S to re
C 218.33 34.33 15.33 197.00 29.00 42.00 190.00 70.00 6.00 605.00  133.33 65-33
T ota l
A ll
S to re s
537.67 69.67 22.67 457.17 119.17 53-67 403.17 188.17 38.67 1398.00 377.00 115.00
*
50 p e r  cent whole and 50 p e r  cent cut
F ra c t io n s  a re  due to  a l l  "no p re fe re n c e "  answers being  d i s t r i b u te d  e q u a lly  
among th e  th re e  v a r i e t i e s
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Comparison o f  Whole,  W hole/Cut and Cut 
To o b ta in  s t o r e ,  day and v a r i e t y  e f f e c t s  on consumers* 
p r e f e r e n c e s ,  i n t e r a c t i o n  c h i  sq u a re  v a lu e s  were computed 
betw een each  o f  th e s e  f a c t o r s  and s t y l e  o f  c u t  p re fe re n c e s *  
S to re  E f f e c t  I n t e r a c t i o n  between s t o r e s  (a s  a t o t a l  o f  
v a r i e t i e s  and days) and s t y l e  o f  cu t p r e f e r e n c e s  was n o t 
s i g n i f i c a n t  a t  t h e  95 p e r  ce n t  l e v e l .  (A ppendix, Table 7) 
I n t e r a c t i o n  w i th in  th e  L o u is ia n a -1 8 0  v a r i e t y  between s t o r e s  
and s t y l e  o f  cu t  p r e f e r e n c e s  was n o t  s i g n i f i c a n t  a t  th e  95 
p e r  c e n t  l e v e l .  W ith in  b o th  G oldrush and P u e r to  R ican 
v a r i e t i e s ,  t h e r e  was s i g n i f i c a n t  i n t e r a c t i o n  betw een s t o r e s  
and  s t y l e  o f  c u t  p r e f e r e n c e s .
E f f e c t  I n t e r a c t i o n  between days and s t y l e  o f  cu t 
p r e f e r e n c e s  was t e s t e d  w i th in  v a r i e t i e s  w i th in  s t o r e s  and 
w i th in  s t o r e s  a s  a t o t a l  o f  v a r i e t y  p r e f e r e n c e s .  (A ppendix, 
Table 8 ) I n t e r a c t i o n  between days and s t y l e  o f  cu t 
p r e f e r e n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  c e n t  co n f id e n ce  
l e v e l  w i th in  a l l  v a r i e t i e s  e x c e p t  L o u is ia n a -1 8 0  in  s t o r e s  
A and C and G oldrush  in  s t o r e  A. W ith in  G oldrush  in  s t o r e  
A, d a y / s t y l e - o f - c u t - p r e f e r e n c e  i n t e r a c t i o n  was s i g n i f i c a n t  
a t  t h e  95 p e r  c e n t  l e v e l .  In  th e  o th e r  two g roups  th e r e  
was no i n t e r a c t i o n  a t  th e  95 p e r  ce n t  co n f id e n c e  l e v e l .  
V a r ie ty  E f f e c t  I n t e r a c t i o n  between v a r i e t i e s  and s t y l e  o f  
cu t  p r e f e r e n c e s  was t e s t e d  w i th in  days w i th in  s t o r e s ,  a s  a 
t o t a l  o f  days and as a t o t a l  o f  a l l  s t o r e s  and d a y s .  (Ap­
p e n d ix ,  Table  9) As a t o t a l  o f  a l l  s t o r e s  and d a y s ,  i n t e r ­
a c t io n  between s t y l e  o f  cu t  p r e f e r e n c e s  and v a r i e t i e s  was
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s i g n i f i c a n t  a t  th e  99 p e r  cen t l e v e l .  V a r i e t y / s t y l e - o f -  
c u t -p r e fe r e n c e s  i n t e r a c t i o n  was s i g n i f i c a n t  a t  th e  99 p e r  
cen t l e v e l  f o r  s to r e s  B and C and a t  th e  95 p e r  cen t l e v e l  
f o r  s to r e  A. W ithin days , i n t e r a c t i o n  was s i g n i f i c a n t  a t  
th e  99 p e r  cen t confidence l e v e l  f o r  two days in  s to r e  A, 
th r e e  days in  s to r e  B and fo u r  days in  s to r e  C. All o th e r  
t e s t s  were no t s i g n i f i c a n t  a t  th e  95 p e r  cen t l e v e l .
Comparison o f  Whole Versus Whole/Cut 
Comparisons between whole and w hole /cu t p re fe re n c e s  
f o r  s t y l e s  o f  canned sweet p o ta to e s  were made to  determ ine 
where th e  d i f f e r e n c e s  o c c u rre d .  P re fe re n c e s  f o r  cut 
p o ta to e s  were o m itted .
S to re  E f f e c t  Comparisons between s t y l e  o f  cut p re fe re n c e s  
re v e a le d  i n t e r a c t i o n  among s to r e s  a t  th e  99 p e r  cent l e v e l  
f o r  th e  Goldrush v a r ie ty  and a t  th e  95 p e r  cen t l e v e l  fo r  
th e  P uerto  Rican v a r i e t y .  (Appendix, Table 7) I n t e r a c t i o n  
e x i s te d  between s to r e s  (a s  a t o t a l  o f  a l l  v a r i e t i e s )  and 
s ty l e  o f  cu t p re fe re n c e s .
Day E f f e c t  Comparisons between whole and w ho le /cu t s t y l e s  
o f  cu t showed s i g n i f i c a n t  i n t e r a c t i o n  a t  th e  99 p e r  cent 
confidence l e v e l  on ly  between days o f  s to r e  C and s ty l e  o f 
cut p r e f e r e n c e s .  (Appendix, Table 8 ) At th e  95 p er  cent 
confidence l e v e l ,  i n t e r a c t i o n  was s i g n i f i c a n t  between th e  
P u e rto  Rican v a r ie ty  o f s to r e  B and s t y l e  p re fe re n c e s ,  and 
between th e  L ou isiana-180  v a r ie ty  o f  s to r e  C and s ty l e  
p r e f e r e n c e s .  In th e  o th e r  g roups, th e r e  was no s i g n i f i c a n t
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i n t e r a c t i o n  a t  th e  95 p e r  cen t con fidence  le v e l*
V a r ie ty  E f f e c t  I n t e r a c t i o n ,  between v a r i e t i e s  and s t y l e  
o f  cut p r e f e r e n c e s ,  was t e s t e d  w ith in  days w i th in  s t o r e s ,  
w ith in  s t o r e s  a s  a t o t a l  o f  days and as  a t o t a l  o f  a l l  
s t o r e s  and days* (Appendix, Table 9) There was no s ig ­
n i f i c a n t  i n t e r a c t i o n  a t  th e  95 p e r  cent l e v e l  w i th in  days 
o f  s t o r e s  A and B o r  w ith in  s t o r e  A o r B, a s  a t o t a l  o f  
day s , between v a r i e t i e s  and s t y l e  o f  cut p re fe re n c e s *  For 
two days in  s t o r e  C, f o r  th e  t o t a l  o f  s t o r e  C and f o r  th e  
t o t a l  o f a l l  s t o r e s ,  i n t e r a c t i o n  was s i g n i f i c a n t  a t  the  
99 p e r  cen t l e v e l .
Comparison o f  Whole/Cut Versus Cut 
Comparisons between w h o le /cu t  and cu t p re fe re n c e s  f o r  
s t y l e s  o f cu t o f  canned sweet p o ta to e s  were made to  d e t e r ­
mine where d i f f e r e n c e s  o c c u r re d .  P re fe re n c e s  f o r  whole 
p o ta to e s  were o m it te d .
S to re  E f f e c t  I n t e r a c t i o n  between s t o r e s  and s t y l e  o f  cu t 
p re fe re n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  cen t confidence  
l e v e l  f o r  th e  Goldrush v a r i e ty  and a t  th e  95 P®r cen t l e v e l  
f o r  a t o t a l  o f  a l l  v a r i e t i e s .  (Appendix, Table 7) W ithin  
L ou is ian a -1 8 0  and P u e r to  Rican v a r i e t i e s ,  i n t e r a c t i o n  was 
no t s i g n i f i c a n t  a t  th e  95 p e r  ce n t  confidence  l e v e l .
Day E f f e c t  I n t e r a c t i o n  between days and s t y l e  o f  cut 
p re fe re n c e s  was s i g n i f i c a n t  a t  th e  99 p e r  cen t confidence  
l e v e l  w ith in  each s t o r e .  (Appendix, Table 8 ) This i n t e r ­
a c t io n  was s i g n i f i c a n t  a t  th e  99 p e r  cen t co n fid ence  l e v e l
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f o r  P u e r to  R ican in  s to r e  A, Goldrush and P u e r to  Rican in  
s t o r e  B, and L ou is ian a -1 8 0  and P u e r to  Rican in  s to r e  C.
In  s t o r e  A, d a y / s t y l e - o f - c u t - p r e f e r e n c e s  i n t e r a c t i o n  was 
s i g n i f i c a n t  a t  th e  95 p e r  cen t co n fid ence  le v e l*
V a r ie ty  E f f e c t  Comparisons w ith in  days w i th in  s t o r e s ,  
w i th in  s t o r e s  (a s  a t o t a l  o f  d a y s ) ,  and as  a t o t a l  o f  a l l  
s t o r e s  were made to  d e te rm ine  i n t e r a c t i o n  between 
v a r i e t i e s  and s t y l e  o f  c u t .  (Appendix, Table 9) This 
i n t e r a c t i o n  was s i g n i f i c a n t  a s  a t o t a l  o f a l l  s t o r e s ,  
w ith in  s t o r e s ,  w i th in  two days in  s to r e  A, and w ith in  th r e e  
days in  s t o r e s  B and C.
E f f e c t s  o f  O ther F a c to r s  on P re fe re n c e s  
The e f f e c t  o f  consumer c h a r a c t e r i s t i c s  and th e  ch a rac ­
t e r i s t i c s  o f  use  o f  sweet p o ta to e s  on consumer p re fe re n c e s  
f o r  s t y l e s  o f  cu t were each t e s t e d  by i n t e r a c t i o n  ch i sq u a re .  
This i n t e r a c t i o n  was c a lc u la te d  w i th in  v a r i e t i e s  w ith in  
s t o r e s  and w ith in  s t o r e s  (as  a t o t a l  o f  days) between each 
o f  th e s e  f a c t o r s  and s t y l e  o f  cu t  p r e f e r e n c e s .  No s i g n i f i ­
can t i n t e r a c t i o n  was found a t  th e  95 p e r  cen t con f id en ce  
l e v e l  f o r  any o f  th e  c h a r a c t e r i s t i c s .  T h e re fo re ,  n e i t h e r  
chi square  v a lu e s  nor c l a s s i f i c a t i o n s  o f  p re fe re n c e s  by 
th e s e  f a c t o r s  a re  shown.
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C onsum ers ' P r e f e r e n c e s  f o r  S t y l e s  o f  Cut 
B e fo re  sn y  c o n c lu s io n s  a r e  made c o n c e rn in g  p r e f e r e n c e s  
f o r  s t y l e s  o f  c u t 9 consum er p r e f e r e n c e s  by s t o r e s ,  d ay s  and 
v a r i e t i e s  a r e  g iven*  In  s t o r e  A f o r  e a c h  v a r i e t y ,  and a s  
a t o t a l  o f  v a r i e t i e s *  consum ers  p r e f e r r e d  whole* w h o le /c u t  
and c u t ,  in  t h a t  o r d e r .  F o r  e a c h  d a y ,  a s  a t o t a l  o f  a l l  
v a r i e t i e s ,  t h e  s t y l e s  o f  c u t  p r e f e r r e d  by m ost consum ers  was 
w h o le ,  w h o le /c u t  and c u t ,  i n  t h a t  o r d e r .  As a t o t a l  o f  a l l  
p r e f e r e n c e s  in  s t o r e  A by s t y l e  o f  c u t ,  t h e  same r e l a t i o n ­
s h ip  was t r u e .
In  s t o r e  B, f o r  each  v a r i e t y  a s  a t o t a l  o f  d ay s  and 
f o r  th e  t o t a l  o f  a l l  v a r i e t i e s  by d a y s ,  t h e  o r d e r  o f  
p r e f e r e n c e  (number o f  consum ers p r e f e r r i n g )  was w h o le ,  
w h o le /c u t  and c u t .  Each d a y ,  a s  a t o t a l  o f  v a r i e t i e s  and 
a s  a t o t a l  o f  a l l  d a y s ,  t h e  o r d e r  o f  p r e f e r e n c e  was w h o le ,  
w h o le /c u t  and c u t .  As a t o t a l  o f  a l l  p r e f e r e n c e s  in  s t o r e  
B by s t y l e  o f  c u t  t h e  same r e l a t i o n s h i p  was t r u e .
F o r  a l l  t o t a l s  o f  s t y l e s  o f  c u t  by d a y s ,  consum er 
p r e f e r e n c e s  w ere f o r  w h o le ,  w h o le /c u t  and c u t ,  in  t h a t  o r d e r .  
For a l l  t o t a l s  o f  d ay s  by  v a r i e t i e s ,  s t y l e  p r e f e r e n c e s  were 
th e  same a s  a b o v e ,  e x c e p t  f o r  t h e  G o ld ru sh  v a r i e t y .  The 
s t y l e s  o f  c u t  m ost p r e f e r r e d  w ere w h o le ,  c u t  and w h o le /c u t  
i n  t h a t  o r d e r .
T hese p r e f e r e n c e s  a r e  n o t  t o  be i n t e r p r e t e d  a s  
s i g n i f i c a n t  a t  any  p a r t i c u l a r  c o n f id e n c e  l e v e l  o f  
p r o b a b i l i t y .
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BRIX LEVEL PREFERENCE 
Consumers* p r e f e r e n c e s  f o r  b r i x  l e v e l  o f  syrup  o f  
canned sw eet p o ta to e s  were t e s t e d  by g iv in g  two cans o f  sw eet 
p o ta to e s  t o  eve ry  second p e rso n  in te rv ie w e d *  The d e t a i l s  
o f  sam pling  and m ethodology were e x p la in e d  in  C hap ter I I*
The card  q u e s t io n n a i r e  i s  shown in  Appendix C*
The e f f e c t s  o f  s e l e c t e d  f a c t o r s  on consum ers ' p r e f e r ­
en ces  f o r  b r i x  l e v e l s  o f  canned sweet p o t a to e s  were t e s t e d  
by i n t e r a c t i o n  ch i  s q u a re .  (Appendix Table 10) No i n t e r ­
a c t io n  c h i  s q u a re s  were found t o  be s i g n i f i c a n t  a t  th e  95 
p e r  cen t l e v e l .
Some re a s o n s  g iv e n  f o r  t h e  p r e f e r e n c e s  were f i r m n e s s , 
c o lo r ,  t a s t e  ( g e n e r a l ) ,  t a s t e - l e s s - s w e e t  and t a s t e - s w e e t e r .
Of th o se  consumers who gave " t a s t e  s w e e te r"  a s  a r e a s o n ,
34 chose th e  35 b r i x  l e v e l  and 9 chose th e  27 b r i x  l e v e l .
I t  was h y p o th e s iz e d  t h a t  i f  consumers d id  n o t  use  th e  
l i q u i d  t h a t  a d i f f e r e n c e  in  b r i x  l e v e l  could  no t be d e t e c te d  
and v ic e  v e r s a .  However, t h e r e  was no d i f f e r e n c e  in  th e  
p re fe re n c e  r a t i o s  between consumers who used  a l l ,  p a r t  o r  
none o f  th e  l i q u i d .
S ince  t h e r e  was no s i g n i f i c a n t  i n t e r a c t i o n  c h i  sq u a re  
v a lu e s ,  p r e f e r e n c e s  can be summed. Of 226 o u t  o f  315 
q u e s t io n n a i r e s  r e t u r n e d ,  64 chose 27 b r i x  s y ru p ,  100 chose 
3 $ b r i x  sy rup  and 62 checked no p r e f e r e n c e .  The ch i 
sq u a re  va lu e  (12 .147  w ith  2 d e g re e s  o f  freedom ) between 
b r i x  l e v e l  p r e f e r e n c e s  ( in c lu d in g  "no p r e f e r e n c e " )  was
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s i g n i f i c a n t  a t  t h e  99 p e r  c e n t  c o n f id e n ce  l e v e l .  When 
"no p r e f e r e n c e s "  were n o t in c lu d e d  th e  c h i  sq u a re  v a lu e  
was 7*90 w ith  one d eg ree  o f  freed om . This i s  a l s o  s i g n i ­
f i c a n t  a t  th e  99 p e r  c e n t  co n f id e n ce  l e v e l .  T h e re fo re ,  i t  
i s  v a l i d  t o  conc lude  t h a t  t h e r e  i s  a s i g n i f i c a n t  d i f f e r ­
ence in  consumer p r e f e r e n c e  between 27 and 35 b r i x  l e v e l s  
o f  canned sw eet p o t a t o e s .  However, i t  shou ld  be no ted  
h e re  t h a t  when p r e f e r e n c e s  f o r  27 b r i x  l e v e l  sy rup  a re  
added to  th e  "no p r e f e r e n c e s , "  i t  can be concluded  t h a t  
126 consumers o u t  o f  226 d id  n o t p r e f e r  th e  35 b r i x  l e v e l  
sy rup  o v e r  th e  27 b r i x  l e v e l  s y ru p .  T his  has  p r a c t i c a l  
s i g n i f i c a n c e ,  e s p e c i a l l y  s in c e  49 o f  th e  consumers who 
chose th e  35 b r i x  l e v e l  sy rup  made some s ta te m e n t  which 
i n d i c a t e d  t h a t  t h e i r  ch o ice  was d i f f i c u l t .  Some o f  th e  
s ta te m e n ts  were " d i f f i c u l t  c h o ic e ,  chose "Y" and "b o th  
very  good, chose Y . " ^
An i d e n t i f y i n g  mark o f  "y" was p r i n t e d  on th e  




The g e n e ra l  o b j e c t i v e  o f  t h i s  s tu d y  vras t o  a s c e r t a i n  
t h e  n a tu r e  o f  consumer p r e f e r e n c e  f o r  s e l e c te d  c h a r a c t e r ­
i s t i c s  o f  canned sw eet p o t a t o e s .  These s e l e c t e d  c h a r a c t e r ­
i s t i c s  were c o lo r  (a s  e x e m p l i f ie d  by v a r i e t y ) ,  s t y l e  o f  cu t 
and b r i x  l e v e l .
V a r ie ty  P re fe re n c e
V a r ie ty  p r e f e r e n c e s  among L o u is ia n a -1 8 0 ,  G oldrush  and 
P u e r to  R ican  v a r i e t i e s  o f  canned sweet p o t a to e s  canno t be 
g e n e r a l i z e d  due t o  s i g n i f i c a n t  i n t e r a c t i o n  betw een con­
sumer p r e f e r e n c e s  and s t o r e s ,  days ano s t y l e s  o f  c u t .
When com parisons were made between p r e f e r e n c e s  f o r  
L o u is ia n a -1 8 0  and G oldrush  v a r i e t i e s  (combined) v e rsu s  
P u e r to  R ican , t h e r e  was s i g n i f i c a n t  i n t e r a c t i o n  between 
p r e f e r e n c e s  and s t o r e s  o n ly  f o r  th e  w h o le /c u t  s t y l e .  There 
was s i g n i f i c a n t  i n t e r a c t i o n  betw een p r e f e r e n c e s  and days 
o n ly  f o r  th e  w h o le /c u t  s t y l e  in  s t o r e s  B and C. There was 
s i g n i f i c a n t  i n t e r a c t i o n  between p r e f e r e n c e s  and s t y l e  o f  
cu t  o n ly  f o r  one day in  s t o r e  B. In  s t o r e  C, t h i s  I n t e r ­
a c t i o n  was s i g n i f i c a n t  a s  a t o t a l  o f  d a y s .  As a t o t a l  o f  
a l l  s t o r e s ,  t h i s  i n t e r a c t i o n  was a l s o  s i g n i f i c a n t .  There­
f o r e ,  we can o n ly  conclude  th e  fo l lo w in g  a t  th e  99 p e r  c e n t
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c o n f id e n c e  l e v e l :  For whole canned aweet p o ta to e s  and cu t
canned aweet p o t a t o e s ,  moat consumers p r e f e r r e d  L o u is ia n a -  
160 and G oldrush  (combined) o v e r  P u e r to  Rican by much 
l a r g e r  r a t i o s  th a n  th e  h y p o th e s is e d  two t o  one r a t i o .
However, f o r  w h o le /c u t  canned sw eet p o t a t o e s ,  no con­
c lu s io n s  cou ld  be made a s  t o  w he the r  consumers p r e f e r r e d  
L o u is ia n a -1 6 0  and G oldrush  (combined) o r  P u e r to  R ican  s in c e  
t h e r e  was s i g n i f i c a n t  i n t e r a c t i o n .  However, i t  sh o u ld  be 
no ted  t h a t  f o r  w h o le /c u t  s t y l e ,  as  a t o t a l  o f  a l l  s t o r e s ,  
p r e f e r e n c e s  t o t a l e d  187 f o r  L o u is ia n a -1 8 0 ,  352 f o r  G oldrush  
and 92 f o r  P u e r to  R ican .
Comparisons between p r e f e r e n c e s  f o r  L o u is ia n a -1 8 0  and 
G oldrush v a r i e t i e s  r e v e a le d  s i g n i f i c a n t  i n t e r a c t i o n  be­
tween p r e f e r e n c e s  and s t o r e s ,  days and s t y l e s  o f  c u t .  
T h e re fo re ,  no c o n c lu s io n s  cou ld  be made a s  t o  w hether con­
sum ers  p r e f e r r e d  L o u is ia n a -1 8 0  o r  G oldrush  v a r i e t i e s .
STILE OF CUT PREFERENCE
Consumer p r e f e r e n c e s ,  among w hole, w h o le /c u t  and c u t  
s t y l e s  o f  canned sweet p o t a t o e s ,  canno t be g e n e r a l i z e d  due 
t o  i n t e r a c t i o n .  A c lo s e  in s p e c t io n  a s  t o  th e  n a tu r e  o f  
t h e  i n t e r a c t i o n  r e v e a l s  v a ry in g  d e g re e s  o f  i n t e n s i t y  o f  
p r e f e r e n c e s  r a t h e r  th a n  a change in  th e  o r d e r  o f  p r e f e r e n c e s .  
( I n t e n s i t y  and o r d e r  o f  p r e f e r e n c e s  r e f e r s  t o  t o t a l  number 
o f  consum ers, s in c e  c h o ic e s  o f  i n d i v id u a l  consumers were 
n o t  r a n k e d ) • I t  i s  h y p o th e s iz e d  t h a t  some o f  th e  v a r i a ­
t i o n  among days was caused  by in h e r e n t  h e t e r o g e n e i ty  o f
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th e  p ro d u c t  i t s e l f *  T h e re fo re ,  p r e f e r e n c e s  a r e  n o t c l a s s i ­
f i e d  by days*
Comparisons between whole and w h o le /c u t  s t y l e s  o f  
canned sweet p o t a t o e s  showed a p r e f e r e n c e  f o r  whole p o t a to e s  
( s i g n i f i c a n t  a t  th e  99 p e r  cen t l e v e l  o f  p r o b a b i l i t y )  in  a l l  
t o t a l s  by e i t h e r  v a r i e ty  o r  s to r e s *  In  s t o r e s  A and B, 
more consumers p r e f e r r e d  w hole, w h o le /c u t  and c u t ,  in  t h a t  
o r d e r ,  o f  th e  L o u is ia n a -1 8 0  v a r i e t y .  For th e  G oldrush  
v a r i e t y ,  consumer p r e f e r e n c e  was not a s  g r e a t  f o r  whole 
p o t a t o e s ,  a l th o u g h  s t i l l  in  t h a t  same o rd e r  o f  p r e f e r e n c e  
as  f o r  L o u is ian a -1 8 0 *  For th e  P u e r to  Rican v a r i e t y ,  whole 
canned sweet p o t a to e s  were s t i l l  p r e f e r r e d  o v e r  w h o le /c u t  
and cu t  a l th o u g h  t o  a l e s s e r  e x te n t  th a n  f o r  e i t h e r  Goldrush 
o r  L ou is iana-180 *
Except f o r  th e  G oldrush  v a r i e t y  in  s t o r e  C, a l l  t o t a l s  
by v a r i e t i e s  o r  s t o r e s  showed more p r e f e r e n c e s  f o r  w h o le /  
cu t  th a n  f o r  th e  cu t s ty le *
BRIX LEVEL PREFERENCE 
There was no s i g n i f i c a n t  i n t e r a c t i o n ,  a t  th e  95 p e r  
c e n t  co n f id e n ce  l e v e l ,  between b r i x  l e v e l  p r e f e r e n c e s  and 
each o f  th e  f a c t o r s  t e s t e d .  T h e re fo re ,  p r e f e r e n c e s  f o r  
b r i x  l e v e l s  were n o t  s u b - c l a s s i f i e d .  Based on r e t u r n s  from 
226 o u t o f  315 q u e s t i o n n a i r e s ,  64 chose 27 b r i x  s y ru p ,  100 
chose 35 b r ix  sy rup  and 62 i n d i c a t e d  no p r e f e r e n c e  o f  one 
ov er  th e  o t h e r .  The ch i sq u a re  v a lu e  (12 .147  w ith  two 
d e g re e s  o f  freedom ) between p r e f e r e n c e s  ( in c lu d in g  "no
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p re fe re n c e s " )  was s i g n i f i c a n t  a t  th e  99 p e r  c e n t con fidence  
l e v e l .  When th e  "no p re fe re n c e s "  were no t in c lu d e d , th e  
ch i sq u are  v a lu e  (7«90 w ith  one deg ree  o f  freedom ) was a ls o  
s i g n i f i c a n t  a t  th e  99 p e r  cen t co n fid en ce  le v e l*
I t  shou ld  be no ted  t h a t  when p re fe re n c e s  f o r  27 b r ix  
syrup  a re  added to  th e  "no p r e f e r e n c e s ,"  i t  can be con­
c luded  t h a t  126 consum ers ou t o f  226 d id  not p r e f e r  th e  
35 over 27 b r ix  syrup* T his has p r a c t i c a l  s ig n i f i c a n c e ,  
e s p e c ia l ly  s in c e  49 o f  th e  consumers who chose th e  35 b r ix  
syrup  made some s ta te m e n t which in d ic a te d  th a t  t h e i r  cho ice  
was d i f f i c u l t .
CONCLUSIONS
A ll th e  n u l l  h y p o th e se s , excep t 4 ( c ) ,*  t h a t  were made 
f o r  t h i s  s tu d y , have been r e je c te d  a t  th e  99 p e r  cen t 
con fid en ce  le v e l*  The n a tu re  in  which th e  p re fe re n c e s  d id  
n o t conform to  th e  h y p o th eses  has been d isc u sse d  in  t h i s  
c h a p te r  under v a r ie ty  p re fe re n c e , s t y l e  o f  cu t p re fe re n c e  
and b r ix  l e v e l  p re fe re n c e . H ypothesis 4 (c) was no t 
r e je c te d  a t  th e  95 p e r  cen t con fid en ce  l e v e l .
IMPLICATIONS OF FINDINGS 
The L o u is ian a  sw eet p o ta to  canning in d u s try  may be 
a b le  to  e f f e c t  s u b s ta n t i a l  sav in g s  by a r e - e v a lu a t io n  o f 
t h e i r  canning s p e c i f ic a t io n s  f o r  canned sw eet p o ta to e s .
♦
See page 7 -0 .
The f i n d i n g s  o f  t h i s  s tu d y  s u g g e s t  t h a t  consumers  
d e s i r e  a minimum l e v e l  o f  c o l o r  in canned sw ee t  p o t a t o e s *  
However, t h e r e  was no d e f i n i t e  p r e f e r e n c e  f o r  e i t h e r  
Goldrush  (medium p igm en t)  o r  f o r  L o u i s i a n a - 1 8 0  ( h ig h  
pigm ent)  o v e r  t h e  o t h e r .  P u er to  Rican h as  a low  p igm enta­
t io n *  This  su g g es t s  t h a t  v er y  h ig h  l e v e l s  o f  p igm ent in  
canned sw ee t  p o t a t o e s  are  not  n e c e s s a r y .  T h is  i s  based  on 
v i s u a l  p r e f e r e n c e s .  T h e r e f o r e ,  th e  i n f l u e n c e  o f  v i s u a l  
appearance  o f  canned sw e e t  p o t a t o e s  w i l l  have t o  be p l a c e d  
i n  p e r s p e c t i v e  w i th  o t h e r  f a c t o r s  which i n f l u e n c e  consumer  
p r e f e r e n c e .
Tn most i n s t a n c e s ,  consurtB r s  p r e f e r r e d  w h o le ,  w h o l e / c u t  
and cut canned sw ee t  p o t a t o e s ,  in  t h a t  o r d e r .  \'ew t e c h ­
n iq u e s  ( su ch  as  c l o s e r  s p a c i n g  when p la n n in g  in  o r d er  uc 
obt a in  a l a r g e r  number o f  s m a l l  whole p o t a t o e s )  may 
m inim ize  t h e  can n ing  c o s t  d i f f e r e n t i a l  between whole  and 
o t h e r  s t y l e s  o f  c u t .  I f  c o s t s  were equa l  among th e  s t y l e s  
o f  cut  f o r  t h e  f i n i s h e d  canned p r o d u c t ,  th e n  p r e f e r e n c e  
would s p e c i f y  t h a t  more whole  p o t a t o e s  be canned.
S in c e  most consumers showed no s t r o n g  p r e f e r e n c e  f o r  
t h e  e x t r a  heavy b r i x  l e v e l  o f  s y r u p ,  a s a v i n g s  cou ld  
p o s s i b l y  be e f f e c t e d  by l o w e r i n g  b r i x  l e v e l s  w i th o u t  harm­
in g  the a c c e p t a n c e  o f  t h e  canned sw e e t  p o t a t o e s .  Based on 
t h e  1 9 5 9 -6 0  volume o f  canned sw ee t  p o t a t o e s  i t  i s  e s t im a t e d  
t h a t  t h e  c o s t  o f  su gar  used  t o  can sw ee t  p o t a t o e s  in  
L o u is ia n a  i s  about # 1 .5  m i l l i o n .
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E xperim ental Design o f  M atched-Lot T ests  fo r  D eterm ining Consumer 
P re fe ren c es  Among Three V a r ie t ie s  o f  Canned Sweet P o ta to es
S to re  -  Days V arie ty
L ouisiana-180 Goldrush P uerto  Rican












F rid ay  
Saturday





F riday  
Saturday
S ty le s  o f  Cut*
V v s . W/C v s . c W v s. w/c v s . c w v s. w/c v s . c
w v s . W/C VS. c w v s. W/C v s. c w v s. w/c v s . c
w v s . W/C VS. c w v s. W/C v s . c w v s. w/c v s . c
w v s . w/c VS. c w v s . W/C v s. c w v s . w/c v s . c
w v s. w/c VS. c w v s . W/C v s . C w v s. W/C v s . c
w v s . w/c VS. C w v s. W/C vs. C w v s. w/c v s . c
w v s. w/c VS. C w v s. W/C v s. C w v s . W/C v s . c
w vs. w/c v s . c w v s . W/c v s . C w v s. W/c v s . c
w v s . w/c v s . c w v s . w/c v s . C w v s. w/c v s . C
w v s. w/c v s . C w v s. w/c v s . c w v s. W/c v s . C
w v s. w/c v s . C w v s . w/c v s . c w v s. w/c v s . c
w v s . w/c v s . C w v s . w/c v s . c w v s . W/c v s . c
w v s. W/c v s . C w v s . w/c vs. c w v s . W/c v s . c
w v s. w/c v s . C w v s. w/c v s . c w v s . W/c v s . c
w v s. w/c v s . C w v s . w/c vs. c w v s . w/c v s . c
w v s. w/c v s . C w v s. w/c v s . c w v s . W/c v s . c
w v s . w/c v s . C w v s. w/c v s . c w v s . w/c v s . c
w v s . w/c v s . C w vs. w/c v s . c w v s . w/c v s . c
*W = Whole W/C = Whole and Cut C = Cut
TABLE 2
E xperim ental Design o f  M atched-Lot T ests  f o r  Determ ining Consumer 
______________P re fe ren ce  Among Three S ty le s  o f  Canned Sweet P o ta to es________
S ty le  o f  Cut
S to re  -  Days ~ - -------------------------------------- --------------------------------
Whole Whole and Cut Cut
Color (V a rie ty )*




















L v s . GR v s. PR L v s. GR v s. PR L v s . GR v s . PR
L v s . (m v s . PR L v s. GR v s . PR L v s . GR v s. PR
L v s . GR v s. PR L v s. GR v s . PR L v s . GR v s . PR
L v s . GR v s. PR L v s. GR v s. PR L v s . cm v s . PR
L v s . GR v s. PR L v s . GR v s . PR L v s . cm v s . PR
L v s . GR v s. PR L v s. GR v s . PR L v s. cm v s . PR
L v s . cm v s. PR L v s. GR v s . PR L v s . GR v s . PR
L v s . cm v s . PR L v s. GR vs. PR L v s . cm v s . PR
L v s . cm v s. PR L v s. GR v s . PR L v s. cm v s . PR
L v s. GR v s. PR L v s. GR v s. PR L v s . cm v s. PR
L v s . GR v s. PR L v s . GR v s. PR L v s . GR v s . PR
L v s . GR v s. PR L v s. GR v s . PR L v s . cm v s . PR
L vs. cm v s. PR L v s . cm v s . PR L v s . GR v s . PR
L v s. GR v s . PR L v s. cm v s . PR L v s . cm v s. PR
L v s . cm v s . PR L v s . GR v s . PR L v s . cm v s . PR
L v s . cm v s . PR L v s. GR v s. PR L v s . GR v s . PR
L v s . GR v s . PR L v s. cm v s . PR L v s . cm v s . PR
*L = L ouisiana-180 GR = Goldrush PR = P uerto  Rican
77
TABLE 3
E x p erim en ta l Design o f  M atched-Lot T e s ts  f o r  D eterm in ing  
Consumer P re fe re n c e  Between Two B rix  L ev e ls  o f
Canned Sweet P o ta to e s
V a r ie ty S ty le  o f  Cut
Whole W hole/Cut Cut
B rix  L i v l
S to r*  A
L o u is ian a -1 8 0 35 vs • 27 35 vs* 27 35 vs* 27
G oldrush 35 vs* 27 35 vs* 27 35 vs* 27
P u erto  R ican 35 vs* 27 35 vs* 27 35 vs* 27
S to re  B
L o u is ian a -1 8 0 35 vs* 27 35 vs* 27 35 vs* 27
G oldrush 35 vs* 27 35 vs* 27 35 vs* 27
P u e rto  R ican 35 vs* 27 35 v s . 27 35 vs* 27
S to re  C
L o u is ian a-1 8 0 35 v s . 27 35 v s . 27 35 vs* 27
G oldrush 35 vs* 27 35 v s . 27 35 vs* 27
P u e rto  Rican 35 vs* 27 35 vs* 27 35 vs* 27
78
TABLE 4
E f f e c t  o f  S to re s  on V a r ie ty  P re fe re n c e s  
 ________ by S ty le s  o f  Out _______
S ty le  o f  
Cut1
I n t e r a c t i o n Chi Square Between S to re s  and 
V a r ie ty  P re fe re n c e s
C om parisons
among
L o u is ia n a -1 8 0 , 
G oldrush  and 
P u e r to  R ican  
(Four d e g re e s  
o f  freedom )
C om parisons 
betw een 
L o u is ia n a -1 8 0  
and G oldrush  
( com bined) and 
P u e r to  R ican  
(Two d e g re e s  
o f  freedom )
C om parisons 
betw een 
L o u is ia n a -1 8 0  
and G oldrush  
(Two d e g re e s  
o f  freedom )
Whole 25 .18** .78 16 .87**
W hole/Cut 37 .14** 8 .9 3 * 25 .61**
Cut 42 .79** • 52 32 .32**
T o ta l a l l  
S ty le s 5 .78 3 .2 9 1 .0 0
P re fe re n c e s  by days were n o t t o t a l e d  a c ro s s  s t o r e s .  
* S ig n i f le a n t  a t  th e  95 p e r  c e n t l e v e l  o f  p r o b a b i l i t y .  
S ig n i f ic a n t  a t  th e  99 p e r  c e n t l e v e l  o f  p r o b a b i l i t y .
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TABLE 5
E f f e c t  o f  Days on V a r ie ty  P r e f e r e n c e  
by S to r e s  and S ty le s  o f  Cut
I n t e r a c t i o n  Chi S q u a re s  B etw een Days and 
S ty le  o f  Cut P r e f e r e n c e s
S ty le s  o f  
Cut -  
S to re s ^
C om parisons
Among
L o u is ia n a -1 8 0 , 
G o ld rush  and 
P u e r to  R ican  
(Ten d e g re e s  
o f  freedom )
C om parisons
betw een
L o u is ia n a -1 8 0  
and G o ld rush  
(com bined)and  
P u e r to  R ican  
(F iv e  d e g re e s  
o f  freedom )
C om parisons
betw een
L o u is ia n a -1 6 0  
and G o ld rush  
(F iv e  d e g re e s  
o f  freedom )
S to re  A
24 .25**
45 .8 0 * *
3 8 .3 0
1 8 .3 2 * *
29 .51**







T o ta l  S to re A 55 .35** 3.36 . 4 6 .51**
S to re  B
8 3 .4 5 * *
8 9 .2 1 * *
3 3 .8 1 * *
58 .88**
5 4 .54**





1 6 .8 8
6 .6 8
T o ta l  S to re B 2 8 .0 0 * * 1 0 .6 0 4 .2 8
S to re  C






4 4 .7 9 * *
42 .30**
97 .97**
3 1 .8 5
1 .6 1
T o ta l  S to re C 9 2 .9 8 * * 1 0 .7 1
♦♦
7 1 .7 3
^ P re fe re n c e s  by day s w ere n o t  t o t a l e d  a c r o s s  s t o r e s .  
^ S ig n i f i c a n t  a t  th e  95 p e r  c e n t  l e v e l  o f  p r o b a b i l i t y .  
S ig n i f i c a n t  a t  t h e  99 p e r  c e n t  l e v e l  o f  p r o b a b i l i t y .
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TABLE 6
E ffe c t o f  S ty le s  o f  Cut on V a rie ty  P re fe ren c es
by S to re s  and Days
S to re s  -  
Days
I n te r a c t io n  Between S ty le s  o f Cut and 
V a rie ty  P re fe re n c e s
Comparisons
among
L ou isiana-160 , 
Goldrush and 





L ouisiana-160  
and Goldrush 
(combined)and 








o f  freedom)
S to re  A
Monday 16.96** .07 9.56**
Tuesday •27~ .00 .WWednesday 16.30** 4.99 12.10**
Thursday 12.95* 1.55 12.18**
F riday 14.61** .01 9.60**
Saturday 7.52 .42 4.60
T o ta l S to re A 17.81 3.36 9 .84
S to re  B
Monday 30.78** 1.10 20.20**
Tuesday 4 .34 .6 ° 3.30
Wednesday 15.36** 13.80** 1.61
Thursday 19.92** 2.70 20.50**
F riday 96.35** 1.00 70.00**
Saturday 65.75** 2.60 50.30**
T o ta l S to re B 54.03** 3.90 38.48**
S to re  C
Monday 2 4 .4 i ** 14.11** 12.17**
Tuesday 38.08** 27.13**
Wednesday 42.96** 13.39** 24.90**
Thursday 20.66** 1.63 9*6* «F riday 11.507* 3.25 6.1ft**
Saturday 10.21* 2.61 5-30
T o ta l S to re C 64.94** 13.28** 44.85
T o ta l A ll S to re s  36.12** 13.57** 19.28**
*
S ig n if ic a n t  a t  th e  95 p s r  cen t le v e l  o f  p r o b a b i l i ty .  
S ig n if ic a n t  a t  th e  99 p e r  cen t le v e l  o f p r o b a b i l i ty .
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TABLE 7
E f f e c t  o f  S to re s  on S ty le  o f  Cut P r i f t r t n c t i  by V a r ie t ie s
I n te r a c t io n  Chi S guares Between S to re s  
and S ty le s  o r  Cut P re fe re n c e s




and Cut (Four 





and cu t 
(Two d eg rees  
o f  freedom )
Com parisons 
Between Whole 
and W hole/Cut 
(Two d eg rees  
o f  freedom )
L o u is ian a-1 8 0 3 .53 1 .03 1 .95
G oldrush 2 0 .6  4** 10.13** 39.18**
P u e rto  R ican 14.01** 7 .21** 2 .27
T o ta l A ll 
V a r ie t ie s 9 .26 12.42** 6.64**
P re fe re n c e s  by days were n o t t o t a l e d  a c ro s s  s t o r e s .
♦S ig n i f ic a n t  a t  th e  95 p e r  cen t l e v e l  o f  p r o b a b i l i ty .
♦♦S ig n i f ic a n t  a t  th e  99 p s r  cen t l e v e l  o f  p r o b a b i l i t y .
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TABLE 6
E f f e c t  o f  Days on S ty le  o f  Cut P re fe re n c e s
by S to re s  and V a r ie t ie s
V a r i e t i e s -
I n te r a c t io n  Chi S quares Between Days 
and S ty le  o f  Cut P re fe re n c e s
S to re s* Com parisons 
Among Whole. 
W hole/Cut 
and Cut (Ten 






(F ive d eg rees  





(F ive  d eg rees  
o f  Freedom)
i
S to re  A
L o u is ian a -1 8 0  
G oldrush  
P u e rto  R ican









T o ta l S to re  A 27.57** 10 .32 17.31**
S to re  B
L o u is ian a -1 8 0  
G oldrush 










T o ta l S to re  B 41.12** 2 .72 27.48**




L o u is ian a -1 8 0  
G oldrush 







T o ta l  S to re  C 44.39** 38.41** 52.46**
P re fe re n c e s  by days were n o t t o t a l e d  a c ro ss  s t o r e s .  
* S ig n if ic a n t  a t  th e  95 p e r  cen t l e v e l  o f  p r o b a b i l i t y .  
S ig n i f ic a n t  a t  th e  99 p e r  cen t l e v e l  o f p r o b a b i l i t y .
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TABLE 9
E ffe c t  o f  V a r ie t ie s  on S ty le  o f Cut P re fe re n c e s
by S to re s  and Days
I n te r a c t io n  Between V a r ie t ie s  and 
S ty le  o f  Cut P re fe re n c e s
S to re s  -  
Days Comparisons Among Whole, 
Whole/Cut 
and Cut (Four 





and Cut (Two 






(Two d eg rees 
o f  freedom )





F rid ay  
S atu rday
T o ta l S to re  A
13.94** 

























F rid ay  
S atu rday













































1 .8 6  
1 .1 7  
2 .31  
1 .00  ,  ** 
12.65
T o ta l A ll S to re s  79*66** 7.75*
**
49.74
^ S ig n if ic a n t  a t  th e  95 p e r cen t le v e l  o f  p r o b a b i l i ty .
^Significant at the 99 ptr cent level of probability.
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TABLE 10
E f f e c t  o f  S e le c te d  F a c to ra  on Conaumer P re f e r e n c e a
B rix  L e v e la
F a c to ra  T ea ted  t o  
D eterm ine  E f f e c t  
On B r ix  L ev e l
Number I n t e r a c t i o n  Chi D egrees
o f  Q u e s tio n -  S quare  Between o f
n a l r e a  S e le c te d  F a c to r  Freedom
Answered and B rix
P re fe re n c e *
g o n tf f l l  F a c ^ q ra :
Days w i th in  a to r e  A 
Days w ith in  a to r e  B 
Day a w i th in  a t o r e  C 
S to re a
S ty le a  o f  Cut 
V a r i e t i e a  
S t y l e a - V a r i e t i e s  








S ocio -E conom ic C h a r a c t e r i s t i c s  o f
Race (W hite-N on W hite)**  226 
Where r a i s e d ? (R u ra l-U rb a n )
Income L ev e l 
G eograph ic  r e g io n  o f  
r e a r in g  
Number o f  a d u l t s  in  
f a m ily  
Number o f  s c h o o l age 
c h i ld r e n  
Number o f  c h i ld r e n  u n d e r 









1 5 .4 4 4
1 .8 4 6
3 .158
3 .6 3 7
14 .160
Con
1 .0 4 4
.490
9 .8 0 2
3 .3 3 2
13-214
14 .788
9 .7 0 7
C h a r a c t e r i a t i c a  o f  Use o f  Sw eet P o t a t o e s :
F req u en cy  o f  u ae  226
P rim a ry  m ethod o f  p re p a r ­
a t i o n  o f  canned  sw eet 
p o ta to e s  226
Buy f r e s h  aw eet p o ta to e s  
(Tea—No) 226
How sanq>le canned aw eet 
p o ta to e s  w ere u sed  226
How l i q u i d  o f  sam ple cans 
w ere u se d  226
2 .4 1 6
15 .460
1 .3 2 2




















No chi square values were significant at the 95
per cent confidence level.
**IO nly one n o n -w h ite  was n o t N egro.
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TABLE 11
Chi Square V alue o f  Consumers* P re fe re n c e s  Among V a r ie tie s*  
L o u is ia n a -1 8 0 , O oldruah , and P u e ro t E l can
S to re s -  
Days
S ty le s . of_Cut_
Whole W hole/Cut Cut T o ta l
Two d eg rees  o f  Freedom





F rid a y  
S atu rday
T o ta l  S to re  A





F rid a y  
S a tu rd ay
T o ta l S to re  B





F rid a y
S atu rd ay
T o ta l S to re  C
T o ta l a l l  S to re s
9 .3 3 ! !  
2 4 .40T* 
13 -73!*  
11 . 08* !
25- 38I I1 0 . 75**
70 . 42**
31 . 50**





































1 .2 0  
4.11-, 
8 .62*






































*Significant at the 95 per cent confidence level.
**Signifleant at the 99 per cent confidence level.
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TABLE 12
Chi S q u are  V a lu e s  o f  Consum ers* P r e f e r e n c e s  B etw een 
V a r i e t i e s  -  L o u is ia n a -1 6 0  and G o ld ru sh  (Com bined)
and P u e r to  R ic a n
S t o r e s -
Days
S t y l e s  o f  Cut
Whole W hole/C ut Cut T o ta l
One d e g re e  o f  Freedom




T h u rsd ay
F r id a y
S a tu rd a y
T o ta l  S to r e  A




T h u rsd ay  
F r id a y  
S a tu rd a y
T o ta l  S to r e  B





F r id a y
S a tu rd a y
T o ta l  S to r e  C 
T o ta l  a l l  S to r e s
9 .00**
7 .5 0 * *
4 .6 0 *
9 . 00** 10.02** 
1 0 . 56**
5 0 .4 3 * *
1 8 .0 0 * *
3 .7 8
1 5 .4 9 * *
9 .6 7 * *
1 4 .2 4 * *
1 7 .3 8 * *
7 5 .3 8 * *
1 2 . 2 2 **
3-8.49**
1 4 .6 4 * *
1 8 .8 6 * *
1 5 .8 7 * *
2 2 .3 3
1 0 1 .7 1 * *
2 2 6 .7 4 * *
9 .00**
7 .5 0 * *
4 .8 0 * *
9 .0 0 * *
8 .1 9 * *
9 .7 7 * *




1 3 .7 2 * *
2 6 .4 7 * *
3 -52
3 6 . 00**
1 .3 2
1 5 .6 1 * *
1 .4 3 .  
6 .3 7 *  
3*78 
2 8 . 01**
2 4 .6 7 * *
9 9 .4 6 * *
7 . n : ;
7 .5 0 * *
4 .0 1 *
6 .1 9 * *
3 .4 4
2 2 .8 3 * *
1 5 .1 3 * *
6 .2 3 *
.6 0
2 .0 1
2 0 .6 9 * *
7 .9 0 * *
4 5 .8 8 * *
1 1 . 32**
1 0 .5 9 * *
5 .7 2 *
1 1 .7 9 * *
1 8 .2 7 * *
9 .1 5 * *
6 5 .2 3 * *
1 3 3 .4 2 * *
2 5 -4 4 * ?
2 2 . 50**  
2 0 . 46**
2 6 .3 9 * *
2 3 .3 7 * *
1 1 7 . 62**
4 0 .0 0 * *
1 0 .8 0 * *
3 .9 0 *
2 2 .7 0 * *
6 0 . 40** 
2 6 . 20**
1 5 3 .4 0 * *
1 0 .7 5 J *
44.3.5**
8 .4 ° * *
3 5 .3 9 * *
3 4 .6 7 * *
56. 68**
1 7 9 .3 3 * *
4 4 6 .0 5 * *
nSignificant at the 95 per cent confidence level.
Significant at the 99 per cent confidence level.
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TABLE 13
Chi Square V alues o f  Consumers* P re fe re n c e s  Between 
V a r ie t i e s  -  L o u is ian a -1 6 0  and O oldrush
S to r e s -  
Days
S ty le s  o f  Cut
Whole W hole/Cut Cut T o ta l





F rid a y
S a tu rd ay
T o ta l S to re  A






S atu rd ay
T o ta l S to re  B





F rid a y  
S a tu rd ay
T o ta l S to re  C
T o ta l a l l  S to re s











































































• ° 2**9 .04**
2 .3 4
1 . 2 0
1 5 . 28**
18.62**






* S ig n if ic a n t  a t  th e  95 p e r  c en t co n fid en ce  l e v e l .
S ig n if ic a n t  a t  th e  99 p e r  c en t co n fid en ce  l e v e l .
TABLE 14
Chi Square Values of Consumers' Preferences Among
Styles of Oat - Whole, Whole/Cut and Cut_____
S to r e s -  _________________V « r l . ty __________________
Days L o u is ian a -1 8 0  G oldrush P u e rto  R ican T o ta l
Two D egrees o f  Freedom





F rid a y
S a tu rd ay
T o ta l S to re  A





F rid a y  
S a tu rd ay
T o ta l S to re  B





F rid a y
S a tu rd ay
T o ta l  S to re  C
T o ta l a l l  





















































































319.74** 1 ,4 5 8 .8 2 * *
Significant at the 95 per cent confidence level.
** S ig n if ic a n t  a t  th e  99 p e r  c e n t co n fid en ce  l e v e l .
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TABLE 15
Chi S quare  V a lu es  o f  Consumers* P r e f e r e n c e s  Between
S ty le s  o f  Cut -  Whole and W hole/C ut
S to r e s - V a r ie ty
L o u is ia n a -1 8 0 Q o ld rush  P u e r to  R ican T o ta l
One D egree o f  Freedom





F r id a y
S a tu rd a y
7 .1 2 * *
1 .6 7
1 5 . 00**
14 .22**
1 3 .76**
2 1 . 13**
.0 0
1 1 .2 7 * *
15 .00**
6 . 00*






1 7 .7 5 * *
1 2 .7 6 * *
.33
1 9 .5 6 * *
18 .6 9 * *
18 .2 4 * *
4 4 .3 3 * *
32 .89**
T o ta l  S to re A 6 8 .64** 35 .93** 1 9 .1 2 * * 116 .73**





F r id a y
S a tu rd a y
1 1 . 54** 
8 .17**  
9 .32**  
35 .0 0 * *  
63-06** 
41 .0 9 * *
17 .53**
3 .2 4




2 1 . 12**
.0 4
4 .7 2 *




7 .7 1 * *
1 0 . 96**
63 .58**
1 6 . 78**
54 .78**
T o ta l  S to re B 159 .03** 47 .54** 1 0 . b8 ** 175 .59**





F r id a y
S a tu rd a y
• 68 
21 .55**  
24 .03**  
29 .13**  
45 .08**  





1 3 . 36**
44 .31**
5 .4 4 *
.1 1
1 0 .3 1 * *
15 .51**
42 .32**
3 4 .5 7 * *
.15
23 .2 5 * *
55 .54**
68 .60**
98 .4 5 * *
108 .00**
T o ta l  S to re C 134 .00** 124 . 88** 55 .38** 301 . 61**
T o ta l  a l l  
S to r e s 360 .64** 198 .22** 7 8 .1 7 * * 587 .29**
4r
S i g n i f i c a n t  a t  th e  95 p e r  c e n t l e v e l  o f  p r o b a b i l i t y .
^Significant at the 99 per cent level of probability.
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TABLE 16
Chi Square V alues o f  Consumers* P re fe re n c e s  Between 
S ty le s  o f  Cut -  W hole/Cut and Cut
V a r ie ty
S to r e s -     ■■■ -
Days L o u is ia n a -1 3 0  G oIdrush P u e r to  R ican  T o ta l
One Degree o f  Freedom





F r id a y

























T o ta l S to re A 9 .0 0 11 .65** 12.70** 32 .89**





F r id a y  
S a tu rd a y
























T o ta l S to re B 9 .60** 49.97** 38 .82** 95-77**





■ F r id a y  

























T o ta l  S to re C 7 .27** 2 .38 49.28** 23 .28**
T o ta l  A ll 
S to re s 23 .92** 24.82** 98.53** 139.52**
S ig n i f i c a n t  a t  th e  95 p e r  c e n t l e v e l  o f  p r o b a b i l i t y ,
**
S ig n i f ic a n t  a t  th e  99 p e r  c e n t l e v e l  o f  p r o b a b i l i t y
APPENDIX B




I* P e r s o n a l  D ata S e c t io n :
1 . Race o r  N a t i o n a l i t y
2 . Where were you r a i s e d ?  (a )  R u ra l a  U rban £ 7  
(b ) S ta te  o r  County?
3* Income l e v e l  (a n n u a l)
0 -  $2 ,999  E 7
$ 3 ,0 0 0  -  $ 4 ,9 9 9  E J
$5,000 -  $6,999 [J
$ 7 ,000  -  $ 8 ,999  a  
$ 9 ,0 0 0  -  o v e r  o
4« T o ta l  number o f  p e o p le  in  h o u seh o ld  « a d u l t s  
s c h o o l age c h i l d r e n c h i ld r e n  u n d e r s c h o o l
age
I I .  Use and P u rc h a s in g  H a b its :
1 . How o f te n  do you u se  canned sw eet p o ta to e s ?
2 . How do you p re p a re  canned sw eet p o ta to e s ?
Uses F rea u en cy
3 . Do you u se f r e s h  sw eet p o ta to e s ?  Yes___ No___
Maes F reau en cv
4* How do you d e c id e  w h e th e r to  p u rc h a s e  f r e s h  o r  
canned  sw eet p o ta to e s ?
I I I .  C o lo r and S ty le  P r e f e r e n c e s :
S e c t io n s  F i r s t  P re f e r e n c e  R e a so n (s)  f o r  C hoice
A P P E N D I X  C
P O S T  CARD Q U E S T IO N N A IR E  F O R  B R I X  L E V E L  P R E F E R E N C E
No. _____________
1 Fam ily p r e f e r s  can H I  _______ H~7 /T7o P re fe re n c e /
2 T his can i s  p r e f e r r e d  because___________________________
3 The p o ta to e s  w ere: c a n d ie d , p u t in to  a p ie ,  o th e r
L L iq u id  was p a r t l y  u sed ; a l l  u sed ; n o t u sed . (C irc le
c o r re c t  o n e .)
!? O ther rem arks o r  sugg e s t io n s
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APPENDIX D
INSTRUCTIONS FOR THE USE OF THE SAMPLE SWEET POTATOES 
AND COMPLETION OF THE POST CARD QUESTIONNAIRE
INSTRUCTIONS
Tou have been s e le c te d  as a p a n e l i s t  in  our study  to  
determ ine p re fe re n c e  f o r  canned street p o ta to  c h a r a c te r is ­
t i c s .  E nclosed a re  two (2) cans o f  sweet p o ta to e s  fo r  your 
u se . These p o ta to e s  a re  fo r  your enjoym ent. In o rd e r  to  
g e t a. t r u e  p re fe re n c e  we re q u e s t t h a t  you p re p a re  both  o f  
th e se  cans f o r  th e  same m eal, but in  s e p a ra te  c o n ta in e r s .  
CAUTION: Keep p o ta to e s  from can X and can Y id e n t i f i e d
so th a t  you can c o r r e c t ly  f i l l  ou t th e  p o s t ca rd .
T aste  c o n ten ts  from can X f i r s t ,  th en  t a s t e  c o n ten ts  
from can Y, th en  t a s t e  back and f o r th .  A fte r your fam ily  
has ta s te d  p o ta to e s  p repared  from both  can X and can Y, 
f i l l  ou t th e  enc lo sed  p o s t card  q u e s tio n n a ire  and drop i t  
in  th e  m ail as soon as p o s s ib le .  V.Te would a p p re c ia te  your 
doing th is^  w ith in  two weeks i f  p o s s ib le .
P lea se  accep t ou r a p p re c ia t io n  fo r  your co o p e ra tio n  
in  t h i s  r e s e a rc h . The purpose o f t h i s  study  i s  to  d e te r ­
mine th e  needs and d e s i r e s  o f th e  custom er f ^ r  p a r t i c u l a r  
sweet p o ta to  c h a r a c t e r i s t i c s .
Q ern is E. W illiam son 
Department o f  A g r ic u ltu ra l  Economics 
L o u is ian a  A g r ic u ltu ra l  Experim ent S ta t io n  
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